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A Bodine-Spanjer display setting set up for inspection before being made ready for shipment 


Popularity Determined By Merit 


The popularity of any product is not unlike the popularity of the individual, 
since the praise, endorsement and faith in each is the result of the presence of a 
certain quality—merit. 

Originality, Quality, Dependability of Service and the Incomparable Investment 
Value of its products has won for The Bodine-Spanjer Co. the envied and exalted 
position of Display Manufacturing Leaders of the World. 

Send for our Fall catalog—don’t order Fall display deco- 


rations until you have seen our catalog and noted the 
beauty of the numbers and the incomparably low prices. 


THE BODINE-SPANJER CO. 


For 25 years manufacturers of the world’s standard display decorations 


1160 CHATHAM COURT CHICAGO, ILL. 
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SHOW WINDOW LIGHTING 


Our 5-Year 
Guarantee 


We absolutely and uncondition- 
ally guarantee that the backing 
on “Pittsburgh” silver-plated 
glass reflectors will not crack, 


check, nor peel, and that the silver will not tarnish dur- 
ing a period of five years from the date of purchase. | 


We are specialists in the important art of show window lighting 
—one of the most effective sales stimulants and productive forms 
of advertising known to modern store-keeping. We have a fund 
of information and experience that will help you get the best in 
window lighting. The “Pittsburgh” line includes 


Color-Lite, Easy-To-Install 
Conduit, etc. 


Send us a rough pencil sketch of 
the floor plan of the window to be 
lighted, marking on it the length of 
the glass, the distance from glass to 
background, from floor to ceiling, 
floor to transom bar, if any, and 
height of background. We will then 
offer suggestions for the proper light- 
ing of such a window and send an 
estimate of cost. 


“Pittsburgh” Reflectors have an 
unmatched record of performance. 
Not a single reflector made since 
August Ist, 1916—over 8 years ago 
—when we began using our secret 
process of backing, has ever been re- 
ported to us as having the silvering 
tarnish or discolor, or the backing 
crack, check or peel. Read our 5-year 
guarantee below. 


Helpful Booklet on “Show Window Lighting” 
A copy of this booklet — which any show window decorator 


will appreciate—will be sent FREE on request. 


Pittsburgh 


Reflector & Illuminating 


Company 


403 Bowman Building - Pittsburgh, Pa. 


NEW YORK— 
145 W. 41st St. 
(at Broadway) 
PHILADELPHIA—A. ee Jr. Co. 
235 South Eighth Str 


CHICAGO— 


SAN FRANCISCO— Myers & & Schwartz 


90 New Montgomery Street 


LOUISVILLE—Nicholson Electrical Sales 


307 Keller Building, 
TORONTO, ONT.— : -- 


Reflector & Illuminating Co. 
565 West Washington Street 
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Wilson {lumination t 


237% Yonge St. | Pittsburgh Reflector & Illuminating Co., 
' 403 Bowman Building, Pittsburgh, Pa. 





Gentlemen: Please send a free copy of your booklet “Show 
Window Lighting” to 
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Anniversary Marks Continued Progress 


T is gratifying to the publishers 
DISPLAY WORLD to receive a letter such 
as the one reproduced on this page because 
it accentuates the efforts put forth by this 
publication for the past two years to do any- 


thing for the better- 
ment of the window 
display field and the 
display profession. 
Two years have seen 
remarkable develop- 
ment in the display 
realm. All the predic- 
tions of The DIS- 
PLAY WORLD have 
come true many times 
over. 

With this August, 
1924, issue, The DIS- 
PLAY WORLD en- 
ters upon the third 
year of its existence. 
It celebrates this an- 
niversary with the 
feeling that the pro- 
gress of the past two 
years but briefly pre- 
face the activity and 
development that may 
be expected in the dis- 
play field the next 
two years. Window 
display, in less than 
two years has_ ad- 
vanced beyond the 
stage of “window 
trimming,” and is now 
“art” or “advertising.” 

The publishers of 
this journal have wit- 


of The 


nessed the added recognition given to the importance of the 
profession and have played a major part in bringing this 


about. The DISPLAY WORLD 


has been responsible 


through its editorial columns for the movement to bring 


about changes in the activities and 
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CLINTON AND WASHINGTON STREETS 


Clyde Steen, 


C/O Display World, 
Cincinnati, Ohio. 


Dear Steen: 


I want to take this occasion to thank you 
for the publicity you have given the I.A. 
D.M. prior to the Convention, and for the 
very excellent July issue of the Display 
World after the Convention. 
ever recall having seen so much space 
devoted to the Association before. 


The manner in which you tell all the 

nice things about Buffalo is very pleasant 
reading to the writer. 
compensated because everybody was 
apparently well pleased. 


I would appreciate very much your sénding 
me several copies of the Display World 

that I can send to our local Chamber 

of Commerce, giving them an idea of 

what the local organization has aécomplished. 
Your magazine will convey this idea ina 
much better manner than I could writing it 
in a letter to them. 


Thanking you for all past courtesies, and 
assuring you that I am at your service if 
at any time I can reciprocate the favors, I am 


July 


Nin 
19 


eteenth 
24 






Biffalw NY 


FOREIGN REPRESENTATIVES 
O.RCOIT: & SONS. 
PARIS FRANCE 


=) MOTOR WEARING APPAREL 
SPECIALISTS 


I do not 


I am fully 


Sincerely yours, ill 


Val 





Display Manager. 








administration of the 
jl. A. D. M.. These 
changes mean the ad- 
ministration of the as- 
sociation will no lon- 
ger be in the hands of 
a political clique, but 
it is hoped will be 
conducted by a busi- 
nesslike, conscientious 
staff of officers, and 
an efficient executive 
secretary who will de- 
vote all his time to the 
affairs of the asso- 
ciation. 


The organization of 
the Window Display 
Advertising Associa- 
tion, resulting from 
the untiring work and 
efforts of The DIS- 
PLAY WORLD, and 
the subsequent admit- 
tance of this new or- 
ganization to the As- 
sociated Advertising 
Clubs of the World as 
a departmental, there- 
by establishing win- 
dow display officially 
as an advertising me- 
dium was another out- 
standing achievement 
of the past year that 
predicts added success. 
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No. 5501 
Italian Renaissance 
(Tuscany) Design 

Costume Form 


Latest Model 
















A Correét Adaptation of 
Italian Renaissance in 
(Tuscany late X VIth century) 
Period Design for 
Window Display Fixtures 


Exceptionally attractive looking and giving a splendid 
appearance for merchandise when placed on display 
in your window. 


A new Design for Fixtures that is decidedly distinctive, 
original and unique in appearance, being exceptionally 
well balanced and harmonious, thus forming a com- 
plete and attractive setting for the display of your 
merchandise, in a manner that is certain to attract 
favorable attention. 


Tables. pedestals, plateaus, tee stands, dress stands, cos- 
tume, blouse, waist forms, etc., carefully designed and 
adapted to make the period complete and practical in 


every detail. 
Latest Models in 


Papier mache, headless and armless forms—costume 
waist and blouse, correct for showing the - 
latest styles in ladies’ wearing apparel. 


The Italian Renaissance (Tuscany) Design is completely 
described in a new booklet. We shall be glad to send 
you a copy if you ask us to do so. 


As it further supplements our designs as shown and de- 
scribed in the “Merchants Guide” it is the means of 
keeping -your information complete in respect to the 
newest things for window displays. 


Fifteen Period Designs to select from. 
Five excellent Designs in metal. 


‘Merchandise attractively displayed produces Sales 
Results.,-—Wood, metal and papier mache Display 
Fixtures for windows. 


Hugh Lyons & Company 
Lansing, Michigan 


SALES OFFICES 
New York—35 W. 32nd St. 
Chicago— 217 W. Jackson Blvd. 
Baltimore— No. 1 N. Eutaw St. 
Boston— 52 Chauncy St. 


No. 5516—C Plateau 









No. 5507 
Drape Stand 
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Maximum Display in Store Frontage 


New western link in retail chain is provided with unusual windows 


and results have proven that plan pays well 


AXIMUM displays in the frontage of 
any retail store means the utilization of 
every possible inch of display space, so 
it will properly and advantageously 

show the merchandise to the public, resulting in 
sales volume inside the store that will pay the rent 
of the establishment. Such maximum display was 
attained by The Miller-Wohl Company, Inc., operat- 
ing a chain of stores for women, in the latest addi- 
tion to their chain at Des Moines, Iowa. 

A large sum of money was expended to achieve 
the results which can be seen in the accompanying 
illustration, primarily because the store is 132 feet 
off the main business corner of the City of Des 


has been ‘made’ over night and our window displays 
are the talk of Des Moines. 

“The windows, proper, are 60 feet wide and 37 
feet in depth, containing three outstanding island 
windows in addition to the two wall windows and 
even though the door is visible, it is necessary to 
go around half of our display in order to enter the 
store room, proper. A great deal of thought and 
the fruits of many years’ experience has been com- 
bined by the architect and the owners in order to 
make these windows as effective as they appear 
to be. The background is made of ornamental 
white plaster, which will, in due time, be painted 
in suitable colors.” 








Moines. The new store is located at 312-314-316 
West Seventh Street, across an alley from Younker 
Brothers department store. A statement issued to 
The DISPLAY WORLD from the headquarters of 
The Miller-Wohl Company, 208 Fifth Avenue, New 
York City, says: 

“In order to be an outstanding establishment in 
the city of the size of Des Moines, we figured that 
we must put in the best looking and finest show 
windows the city has. In the short ‘time we have 
been open, since April 12, 1924, our foresight and 
judgment has been fully vindicated for our location 


The twelve Miller-Wohl stores are located in 
I!linois, Indiana and Iowa. The managers and the 
stores they represent follow: M. L. Levin, Mt. 
Vernon, Ill.; M. L. Tomber, Gary, Ind.; L. H. 
Greenberg, DuQuoin, Ill.; Ben Goldenberg, Herrin, 
Ill.; M. Felner, Terre Haute, Ind.; Al. Barron, La- 
Porte, Ind.; H. C. Newman, Champaign, Ill.; Harry 
k. Greenberg, Anderson, Ind.; S. G. Bothman, 
Muncie, Ind.; Al Feldman, Indianapolis, Ind.; M. R. 
Herman, Des Moines, Iowa, and Harry Eisen, lowa 
City, lowa. These managers have just concluded 
a meeting and semi-annual conference in New York 


0000000 


JOINS WAX FIGURE COMPANY ON THE COAST 


Austin J. Hills has accepted the position as sales man- 
ager for the L. E. Oates Wax Studios, Inc.,- manufacturers 
and distributors of wax figures, located at 105 East Tenth 
Street, Los Angeles, Cal., and has already entered upon his 
new duties. Mr. Hills has a wide acquaintanceship in the 
display field and will doubtless be a valuable asset to the 
Oates organization. He was formerly a representative of 
J R. Palmenberg’s Sons, Inc., in the middle west. 





OFFICIAL OF INDIANAPOLIS STORE IS DEAD. 


Herbert Selig, secretary of the Selig Dry Goods Com- 
pany, Indianapolis, Ind., died suddenly at his home in that 
city July 26th. His death occurred as he and Mrs. Selig 
were preparing to go to a theater and was pronounced due 
to apoplexy. Mr. Selig was 35 years old, was born May 
5, 1889, in Philadelphia, but had lived in Indianapolis since 
he was three years old. He took up his father’s interest 
in the Selig Dry Goods Co., about 16 years ago. 
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Capitalizing on State Fair Displays 


Opportunity for displaymen to build much business for their stores 
is proven in case of veteran Texas firm 


By FRANK B. STEINER 
Display Manager, E. M. Kahn & Co., Dallas, Texas 


N the past ten years, much publicity has 
been given to the different kinds of adver- 
tising and display stunts used by the many 
stores of the country. However, there is 

one particular phase of display advertising that I believe 
should not be overlooked. At least, it has proven effect- 
ive with the firm I am employed by and should be 
equally effective with others. I refer to the state fairs, 
and our displays at the Texas State Fair have certainly 
produced results in sales, at the store. 


The Texas State Fair is held yearly, in October, 
therefore it is an event that ushers in the Fall season 
emphatically. E. M. Kahn & Company, of Dallas, have 
long been participating in the exhibits at these state 
fairs, but with something vastly different than the ordi- 
nary run of displays, and it has been found to pay good 
dividends. 


How would you like to have a show window with a 
potential list of interested observers running into more 
than eight hundred thousand for a period of sixteen 
days? Wouldn’t you regard such a show window a 
rather valuable display space? 


That is exactly what a show window in the “Ex- 
hibits Building” at the State Fair of Texas has averaged 
in the last eight years—eight hundred thousand persons 
in sixteen days! The State Fair of Texas, located in 
Dallas, is an institution which was organized in 1886 
and which has held an annual exposition each year, 
with the single exception of 1918, when the 156 acres of 





fairgrounds were turned over to the government to be 
used as an aviation training camp. 

Figures on attendance since 1916, including 1923, 
totalled 6,091,665 paid admissions. This gives you a 
yearly average of 870,237 persons for the sixteen days’ 
period of the fair, or a daily average of 54,300. In 
1916 the attendance was 1,001,470, and in 1920 totalled 
1,023,563. And but for five rainy days in 1923 we 
would have had a new attendance record. As it was, 
there were 973,154 paid admissions. And do not get 
the idea that these people just pass on. They spend all 
day at the Fair and “take in” everything. That brings 
us to the real subject of this article . 


Boys’ Clothing Selected as Best for Display. 


What would you consider the best kind of display at 
such a place as the Texas State Fair? Do you think 
that boys’ clothing would be the best line—that it would 
pay best in publicity you could gain for your establish- 
ment? Well, that is exactly what E. M. Kahn & Co., 
of Dallas, did think. Ever since the erection of their 
permanent booth at the Exhibits Building, they have 
featured displays of boys’ clothing—and nothing else. 
And since the year of 1916 they have always had a 
special attraction installed for the delight and entertain- 
ment of the kiddies. 


Boys’ clothing has proven our specialty since these 
displays, and considering the crowds of children—and 
grownups, too, for that matter—this case has been the 
best and cheapest publicity this veteran house could 





Display Featuring Old Woman Who Lived in a Shoe by F’. B. Steiner for E. M. Kahn & Co,, at Texas State Fair 
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think of. Every year, for the last three years, the 
second day of the Fair is “Children’s Day,” and on that 
day it is impossible to get very close to the display case. 

In the last six years, E. M. Kahn & Co. have 
installed mechanical reproductions of nursery rhymes 
from “Mother Goose.” Shown here are two of the 
displays, “The Old Woman That Lived in a Shoe,” 
produced in 1921, and “Little Bo Peep,” our attraction 
of 1923. In the year 1917 we produced a genuine, 
honest-to-goodness circus ‘with a parade of reat model 
circus wagons, one performing ring with horses and 
fair riders, ’n everything. It was a knockout. 

In the display “The Old Woman That Lived in a 
Shoe” the feature was the old woman spanking the 
overgrown boy—and she had a hefty swing. Then the 
little lady washing at the washtub and the kid peeping 
out of the window. Constructed on two platforms, the 
one at the bottom turning around slowly, the top plat- 
form being stationary. The nursery rhyme was lettered 
above the line of foliage. 


Whole Composition of Window Seen at a Glance 


In the display featuring “Little Bo Peep” last year, 
the whole composition of the window can be seen at a 
glance. The sheep were moving in an endless flock. 
Little Bo Peep was turning her head and upper body 
slowly from left to right and back again. The move- 
ment of the figure was very natural. 


Display Featuring Little Bo Peep by F. B. Steiner for E. M. Kahn & Co., at Texas State Fair 
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That these attractions are very good state-wide pub- 
licity for a state-wide known firm, can be proven by 
the many letters we receive from people attending the 
Fair. They come from all corners of the Lone Star 
state. These displays are all home made, right in our 
store, and special features like the Fiddling Cat or the 
head of the Old Woman in the Shoe are modeled and 
cast right here in Dallas by Miss A. Tennant. And 
here is another important item. The cost of these pic- 
tures in proportion to the value of institutional adver- 
tising is very small. For instance, “Little Bo Peep” 
cost only $221.03 to produce. 

That these displays not only draw crowds and hold 
their interest in the mechanical feature, but the mer- 
chandise on display also, is very strongly substantiated 
by the sales force of our boys’ department reporting 
frequent calls for the styles of boys’ apparel shown at 
the Fair, and by the many trips to the fairgrounds to 
replace merchandise sold out on such calls. So, as you 
can see, these displays really do what they are expected 
to do—and a whole lot more. 





AGENCY COMBINED WITH CORPORATION 


The Animated Products Corporation, manufacturers 
and creators of animated advertising devices, gains a highly 
specialized advertising service department by amalgama- 
tion with the O. Austin Company, a New York advertising 
agency. Mr. Austin has been appointed associate director 
of sales. 
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Super-Light Overcomes Reflections 


Long discussed problem solved by increasing the intensity of 
illumination in windows in the daylight 


By M. J. WARD 
Educational Committee, Curtis Lighting, Inc., Chicago, Ill. 


AYLIGHT reflections are overcome by 

Super Light! Long before the flappers 

started to use the plate glass windows as 

mirrors for their “dolling up” exercises, 

displaymen and merchants all over the country were 

looking for some means to do away with the trouble- 

some daylight reflections that blot out their window 

displays. In large cities particularly, where buildings 

are high and the streets narrow, the natural light that 

enters the show windows is oftem insufficient to pre- 

vent the plate glass from reflecting everything that can 
be seen on the street. 

As every merchant knows, various schemes have 
been worked out to eliminate these reflections, but their 
costs have been prohibitive. The only practical way in 
which these reflections can be obliterated is to make 
the light inside the windows equal in intensity to the 
light outside. 

One of the first stores to find a solution for this 
problem was the Lindner Company’s store of Cleve- 
land. And they found it through the use of Super 
Light. The Lindner store is located on Euclid Avenue 
opposite 14th Street. On bright days, so the managers 
found, their windows were advertisements for the, 
buildings across the street, the street car company, a 
good many kinds of automobiles, and in fact everything 
but their own merchandise. It was only by crowding 
up to the window and shading their eyes that people 
got an idea of what the windows contained. This was 
all the greater handicap because the condition persisted 
through the greater part of the day, at the time the 
most people were on the street and the windows would 
normally have their greatest value. 

To provide the necessary Super Light, six 500-watt 
reflecting units were installed so that each of the three 
principal objects on display could have this high pow- 
ered light directed on it from both sides. The effect 
was that the objects themselves were brought out in 
bright relief and the reflections were subordinated in 
the background. 

A check was taken of the effectiveness of this dis- 
play. In the two hours during which the lights were 
not used, 174 people stopped to look at the windows. 
During an equal period of time, although there were 
not as many people on the street, 259 people stopped to 
look. The increase of more than 50 per cent in effective 
attractiveness proved conclusively that the higher in- 
tensities of illumination were quite as indispensable 
during the day as at night. 


Another Super Lighting installation, made to ac- 
complish the same purpose, was placed in the windows 
of the Sterling & Welch Company of the same city. 
The original lighting equipment consisted of 27 100- 
watt lamps, placed in silvered glass reflectors on 12-inch 
centers. This produced an intensity of 50 foot candles 
which was plenty of light for the evening displays. The 
Super Lighting equipment consisted of 18 500-watt 
lights: placed in silvered glass reflectors on 18-inch cen- 
ters. The Super Lighting produced an intensity of 200 
foot candles and saved the display. At night the 100- 
watt lamps were used, in the daytime the 500-watt 
lamps were used. It seems hard to believe, but it re- 
quired just that amount of light to counteract the day- 
light reflections. 


Units Used Three at Time to Take Care of Variations 


Daylight brightness has wide variations, as we all know, 
and on a clear day in summer the brightness may be two 
or three times that of a clear day in winter. Consequently, 
the amount of artificial illumination needed is also variable, 
and to take care of such changes the Sterling & Welch 
Company’s installation is controlled by six outlets, so that 
the units may be turned on three at a time. Super-lighting 
plays even a more important part than that of overcoming 
daylight reactions. Super-lighting means super-attraction. 

Every displayman knows that effective window lighting 
is a competition in contrasts. Window lighting has taken 
the course of a drama. In the first act we have high inten- 
sity of clear light; in the second act, colored lighting effects ; 
in the third act, theatrical effects, such as footlights, spot- 
lights, etc., with colored lighting; now we are back to high 
intensity, clear lighting again, but it is now super-light, and 
is many times more powerful. 

Step by step, the brightness of window lighting has in- 
creased, until now 100 foot candles are recommended where 
15 were once thought sufficient. Why the increase? It has 
been found that as many as 73 per cent more people stop to 
look in windows lighted to the higher intensity than will 
look in the other. No merchant can afford to be indifferent 
to that extra 73 per cent.: And that is one reason why 
every merchant wants his windows just a little brighter 
than his neighbor’s. 

Lamp manufacturers have been bringing out 300 and 500- 
watt lamps for the past several years, but it is only now 
that controlling units—that is, reflectors for directing the 
light—have been designed for these larger lamp sizes. 


Two Designs Used to Correspond with Window Depth 


For almost thirty years, Curtis Lighting, Incorporated 
(formerly the National X-Ray Reflector Company), has 
been blazing the trail in finding new and better ways for 
lighting show windows. With a close contact on one hand 
to the problems and needs of the merchant and the trend 
of lamp manufacturing on the other hand, they have been 
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able to satisfy the needs of the merchant almost as soon as 
they become apparent. 

Giant and Leviathan, powerful as their names imply, 
are the latest productions of the Engineering Department 
of Curtis Lighting, Inc. They are the super-lights, and have 
been designed purposely for the 300-500-watt lamps, and 
particularly the 500. These reflectors are of corrugated 
mirrored glass, and are about 13 inches deep and about 13 
inches in circumference. 

The Giant, No. 90Q, is designed for the low, deep win- 
dew; the Leviathan, No. 910, is of a more concentrating 
design, and will be used for high, narrow windows. Through 
the use of these scientifically designed reflectors a more 
uniform distribution of light will be available when the 
high powered lamps are desirable . Both units are furnished 
with special holders and Mogul sockets which may be used 
interchangeably. 
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Left, Window in Sterling & Welch Co., Cleveland, Ohio, with Ordinary Lighting Showing Reflections from Street ; 
Right, the Same Window with Super-Light Eliminating Reflections. 






For the larger stores there will be considerable economy 
realized through the use of these units with 500-watt lamps. 
It may be more conclusively proven when one realizes that 
one 500-watt lamp produces 42 per cent more light than 
five 100-watt lamps. In other words, for paying the same 
amount of current there is a gain of 42 per cent more light. 
Considering, too, that this means the reduction of the 
amount of glass wear, wire,»conduits, outlets, etc., these 
units will mean smaller installation costs than in cases 
where double or triple rows of lamps and reflectors are 
used to produce the same amount of light. 


The Titanic Twins, as their sponsors familiarly allude 
to them, will not displace the smaller units in all stores. 
It is only in the large cities where the daylight reflections 
and high intensity illumination require super-lighting, that 
these units will satisfy the demand for which they were 
developed. 
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NEW DISPLAY MANAGER IN EASTERN STORE 


T. M. B. Hicks, Jr., has been appointed superintendent 
oi display for the William Filene’s Sons Co., Boston, Mass., 
replacing Owen Rossiter, who resigned recently. Mr. Hicks 
has already entered upon hs new duties. He was formerly 
head of the planning and research department of the store, 
and in such capacity gained an intimate knowledge of the 
fine points of window display. 





DISPLAY MANAGER APPOINTED FOR BIG STORE 


W. H. Hinks, formerly connected with John W. Thomas 
& Co., department store, of Minneapolis, has been made 
display manager of the L. S. Donaldson Co., department 
store of the same city, succeeding C. E. Thieme, who re- 
signed as display manager after thirty years of service 
with Donaldson’s Mr. Thieme will go to California to re- 
side. Mr. Hinks will have charge of four blocks of win- 
dows and actual display space of about a fifth of a mile in 
length. He was associated with the Thomas store many 
years. Mr. Thieme at the time of his resignation was presi- 
dent of the Minneapolis Association of Display Men, and 
Mr. Hinks is vice-president. 





SPECIAL LIBRARIES ASSOCIATION MEETS 


The convention of more than 200 business and special 
libraries, members of the Special Libraries Association, 
held in Saratoga. Springs, N. Y., June 30 to July 5, proved 
4 most successful event. Mrs. James of the Harvard School 
of Business Administration, presented excellent source ma- 
terial for the study. of markets and indexes for buying 


power. Other subjects covered were: Retailing, adver- 
tising, salesmanship, foreign trade, transportation and 
prices. The subject of advertising, including window dis- 
play, was ably handled by Miss Mary Louise Alexander, 
of Barton, Durstine & Osborn, advertising agency, of 
New York. 





FOUNDER OF STORE DIES AT AGE OF NINETY 


Frederick W. Wurzburg, ninety years of age, veteran 
merchant and founder of the Wurzburg Dry Goods Co., 
222-232 Monroe Avenue, Grand Rapids, Mich., died sud- 
denly at his home in Grand Rapids, June 13. In spite of 
his advancing years, Mr. Wurzburg was active in the 
business affairs of the store and on the day previous to his 
death was at his office, as was his daily custom. 





DEPARTMENT STORE PRESIDENT IS ABROAD 

W. L. Doepke, president of the Alms & Doepke Co., 
and the John H. Hibben Dry Goods Co., of Cincinnati, ac- 
companied by Mrs. Doepke are abroad on a two-months 
tour of England, Scotland, Holland and Belgium. Mr. 
Doepke plans to combine business and pleasure on the trip. 





MAINTAIN REGULAR DISPLAY IN HIGH SCHOOL 


Green Brothers, hardware and implement dealers, of 
Lawrence, Kansas, maintain a full display of building hard- 
ware and farm implements in the Lawrence high school 
for study and display purposes. The exhibit has increased 
sales materially, and generated considerable good will, ac- 
cording to proprietors of the store. 
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Linking Displays With Civic Programs 


How one store devoted six windows to a dedication of a new Y. M. 


C. A. building and 25,000 people saw the display 


By LOTHAR F. DITTMAR 
Display Manager, The Union Company, Columbus, Ohio 


INKING up window displays with civic or 
benevolent institutions, or events, will not 
only prove one of the most interesting di- 
versions of the entire year’s display pro- 
gram: but it will mark itself as a distinct factor in in- 
creasing the amount of good will maintained by the 
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store, together with a substantial increase in sales, be- 
cause it attracts people to the store who are not accus- 
tomed to going there. 

This was proven conclusively recently in a series of 
interesting window displays for the Union Company, 
Columbus, linked up with the dedication of a new 


Mr. Dittmar’s Displays for Union Company, Columbus. O hio, Linked Up with Y. M. C. A. Dedication 
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Y. M. C. A. building. There was tremendous interest 
in the displays, because of the fact that the story de- 
picted was so general in scope, occupying practically all 
the front. windows of the store and leaving only the 
remaining windows for the regular merchandise dis- 

Window No. 1 was devoted to the boys’ department 
of the Y. M. C. A. Here was shown in photographic 
and poster form all the features of the boys’ depart- 
ment. One card spoke of the boys’ department in the 
new building: another of the summer camp, and each 
card gave a brief outline of the activities of the Y. M. 
C. A. camp. Kodak pictures of the activities were 
also shown. The large cut-out of a Boy Scout was 
hand painted and made of composition boarw. 

Window No. 2 displayed some of the gymnasium 
outfit. The large poster gave the highlights of the 
gymnasium seating capacity, the various running tracks 
locker rooms, etc., while the cut-out figure was hand- 
painted and cut out of composition board. It was sym- 
bolic of a young man throwing a ball into the basket, 
which was hung in the background. 

Window No. 3 was quite an interesting exhibit of 
some of the work done by students in the automobile 
engineering department, as well as the automobile re- 
pair department. An automobile engine and a welding 
outfit were shown in the display. Each one of the units 
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had a special card next to it explaining what they were 
and how the items shown were used in a practical way. 

Windows Nos. 4 and 5 were two separate display 
windows united by means of a dresser being placed 
directly in back of the post which stands between the 
two windows. In this way these gave a very clear idea 
of one of the dormitory rooms and of the equipment 
which was used. This was necessary because of the 
shallow windows. The windows on the background of 
this setting were painted on composition board and sus- 
pended from the moulding. The drapes, carpet, pic- 
tures on the wall and everything in general is exactly 
the way the rooms were furnished. 

Window No. 6 was a combination window showing 
pictures of all of the Y. M. C. A. classes and some of 
the materials used in the various classes. This made a 
very interesting exhibit. Each window had a large 
poster at one end giving general information. It was 
estimated that about 25,000 people passed these win- 
dows and stopped for a considerable time’ looking at 
each and every display. Tle windows were in for one 
entire week and there was effort well spent, not only 
helping the Y. M. C. A. to put its new building dedica- 
tion over, but helping the Union Company, in that it 
displayed the proper spirit for the general desire to 
make Columbus a bigger and better city. 
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Window Display Clinic at Retail Meeting 


INDOW display clinics promise to become an 
interesting feature of the market week, or 
exposition week programs, of practically all 
the larger cities of the country. This has 
been proven by the exceptional success ac- 
corded the window display clinic conducted in connection 
with Market Week at St. Paul, Minnesota, August 6th. 


Twin City Market Week, in which buyers from all 
over Minnesota and adjoining territory advance on the 
cities of St.Paul and Minneapolis, is always a great event. 
The educational programs are interesting and instructive. 
When the annual event was planned this year, it was de- 
cided to include window displays in the subjects discussed 
and displaymen of the Twin Cities were sought for their 
cooperation. A window display clinic was decided upon, 
including actual demonstrations of effective window dis- 
plays as well as several addresses on allied subjects. 

The window display clinic was conducted on the even- 
ing of August 6 by C. M. Scott; display manager for Husch 
Brothers, chairman of the special committee in charge of 
the event. Dummy demonstration windows were erected 
and demonstrations of nine different window displays 
were given during the course of the evening, the various 
strong and weak points being called to the attention of the 
merchants as the windows were set up. 

B. J. Millward, display manager for Noyes Brothers & 
Cutler and former president of the International Associa- 
tion of Display Men, was the principal speaker of the eve- 
ning. Mr. Millward’s address was on the subject “Making 
the Windows Pay.” Mr. Millward’s ability as a speaker 
or window display topics is well known, and he gave the 


visiting merchants much valuable help and advice. More 
than 30,000 invitations were sent out for Twin City Market 
Week to customers of manufacturers and distributors for 
that territory. 

Included on the program, besides advertising through 
means of window displays, were addresses on “Merchan- 
dising by Mail” and “When to Use Newspaper Advertis- 
ing.” These subjects were selected by the committeee 
because of the importance which the various forms of 
advertising have in the merchandising program of North- 
west retailers. It is gratifying to display organizations to 
krow that this year wndow display was made one of the 
foremost subjects discussed, and it was plainly recognized 
as one of the advertising mediums the merchant must em- 
ploy if he conducts a successful business. 

The window display clinic and the day’s program de- 
voted to this form of advertising were under the general 
supervision of A. G. Monroe, display manager of Schune- 
man & Evans, who is president of the St. Paul Display 
Men’s Association. 





IN APPRECIATION 


Not having the opportunity to personally thank all those 
who so ably assisted on the I. A. D. M. program, I hereby 
wish to convey to all my heartiest thanks for their efforts. 

I also desire at this time to thank those who were 
directly or indirectly responsible for my election to the 
office of first vice president. 


Sincerely yours, 
E. McEACHNIE. 
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Display Service Must Know Its Field 


Power of attracting the eye most important factor in the program 
of display work for the national advertisers 


By S. FISHER 
Manager, The Fisher Display Service, Chicago, Il. 


ELLING window display to the national 
advertiser is superfluous, as he is sold on 
this medium of advertising. No matter 
what he advertises, he is after window dis- 

plays. Just like the displayman who has given thought 
to a window display, the national advertiser is proud 
te stand in front of his window that he has created and 
look at the stock of merchandise or “dummies” repre- 
senting the merchandise and admire the setting that he 
has created. The manufacturer is in exactly the same 
position. He believes that the merchandise he is selling 
is the best of its kind on the market. He is advertising 
to the public, and naturally he is proud to see his goods 
displayed in a window, so that the public will have a 
closer view of his merchandise. 

The displayman is proud that the attractive setting 
that he has created makes people want to possess the 
attractive looking product that they so often see adver- 


tised in newspapers, magazines or outdoor advertising. 
That is the reason a window display service, conducted 
by:an experienced window displayman, realizes the im- 
portance of using color in every display, as color at- 
tracts the eye in addition to being a valuable decoration. 

A display service, which is owned or controlled by 
real displaymen who make display work a life’s busi- 
ness, are in it, in the majority of cases, for the love of 
the work. They love display work the same as the 
artist loves his particular artistic craftsmanship. The 
artist creates something out of imagination, while the 
modern displayman creates an arrangement which is 
pleasing and inviting to the passerby and has merchan- 
dising qualities. 

A display service catering to the national advertiser 
must know its field as to selling and marketing, distri- 
bution, efficiency, system and honesty. And most of 
all, the head of this service must be someone who knows 





Upper Left, First Advertising for Sunex is Window Display Arranged by Fisher Display Service, Chicago. 
Manufacturers Now Using Many Window Displays. Color Combination, French Blue and Orange Trimming. 
Upper Right, Showing How Fisher Display Service Improved on Work of Lithographer by Adding Side 
Pieces. Color Combination, Pea Green and Lavender Trimming. Lower Left, Better Class of National 
Advertising Display Designed by Fisher Display Service for Marshall, Field & Co., Chicago. Color Combi- 


nation, French Blue, National Blue and Persian Orange. 


Representing Merchandise. 





Color Combination, Emerald Green and Golden Yellow. 


Lower Right, Zonite Display Showing. Dummies 
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mercantile display, someone who knows the power of 
attracting the eye as to the color and arrangement of 
the displays. And through this power of attracting, 
through the efficient displayman’s tricks, make the pas- 
ser-by want to possess the article on display. More so, 
if this article has been advertised through magazines 
and outdoor advertising. The passer-by feels, “here is 
an old friend, but look how young it looks,” and in the 
store he goes, to take this “old friend” home. 


The old method of stocking up the merchant and 
then letting him do the worrying is gone. Today, after 
a manufacturer has placed his product on the merchant’s 
shelves, he is not through. His hardest job has just 
begun—the job of creating a demand for his product, 
to make a larger turnover for the merchant, and natu- 
rally create’more profit for him. There is no better 
method of helping the retail merchant to a larger turn- 
over than window display. An attractive arrangement 
of any kind of merchandise, if it is seasonable, at the 
point of purchase, cannot help but move the stock off 
the retail merchant’s shelves. 

Lithographers, as the illustrations accompanying this 
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article indicate, should look for advice from the intelli- 
gent and efficient displayman in designing window dis- 
play material for the national advertiser. A displayman 
or a service man who knows the field that this particu- 
lar display is to cover, should be consulted. A depart, 
ment store displayman, no matter what his reputation 
for displays may be in his field, does not know the diffi- 
culties of a small drug or grocery.store; the furniture 
displayman does not know the difficulties of the cloak 
and suit or men’s furnishing stores, and so on, down 
the line. 


No modern displayman will advise any manufac- 
turer to produce a three-wing center piece and expect 
a window display out of it. The material designed for 
a small store window should consist of at least three or 
four separate pieces, so that it should be elastic enough 
to fit any size, style and shape of window and at the 
same time deliver the message to the passer-by in a few 
short sentences. Too much reading matter on display 
material is a waste of effort. Get your message over 
in short and snappy style in the window, and it will 
deliver the goods. 
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Pacific Northwest Convention Sept. 22-24 


By DAVE E. ANDERSON 
Pacific Coast Correspondent, The Display World 


pi’ have practically been completed for the first 
annual convention of the Pacific Northwest Display 
Men’s Association, to be held at the Hotel Davenport, 
Spokane, Washington, September 22, 23 and 24. Karl M. 
Amdahl, display manager of the Palace Store Company, 
Spokane, who is convention director, reports exceptional 
interest in the forthcoming event, and there is every reason 
to believe it will be the greatest gathering of displaymen 
ever held in the Northwest. 


Mr. Amdahl, on his return from the national convention 
of the I. A. D. M. at Buffalo, found that sentiment among 
the displaymen and others interested was for changing the 
dates of the convention fromm September 15th to 17th, to 
later in the month; hence the dates, September 22-24 inclu- 
sive, were set. On his homeward trip Mr. Amdahl stopped 
a: Des Moines, Iowa; and met President Jack L. Cameron, 
of the I. A. D. M., with the result that Mr. Cameron an- 
nounced that he would attend the convention. 


The convention sessions will be held in the beautiful 
Marie Antoinette room of the Hotel Davenport. Approxi- 
mately 300 displaymen are expected to attend the three 
days’ meeting. An interesting program is being prepared 
for their entertainment, and there will be the usual educa- 
tional features, demonstrations, etc. 


The Yakima Wash., Club has been holding regular 
meetings at the Elks’ Club of Yakima, and is planning to 
have 100 per cent. representation at the Spokane conven- 
tion. Apples will be the central feature of the demonstra- 
tion to be put on by the Yakima Club at the convention, 


Kent O. Lee, Prominent Displayman, Dies 

Friends and associates were deeply grieved at the un- 
timely death of Kent O. Lee, display director for the 
Mullen & Bluett Clothing Co., of Los Angeles. A cold 
contracted on a hunting trip resulted in pneumonia, and 
his death followed July 8th at his home in Los Angeles. 
He was born January 29, 1881, in Illinois, and became dis- 
play manager for the Mullen & Bluett Clothing Co., De- 
cember 5, 1914, lacking only a few months of being with 
the firm ten years. His excellent accomplishments in dis- 
playing men’s wear received ‘nation-wide recognition, and 
he will be greatly missed in the display field. Aside from 
holding the office of treasurer of the Los Angeles Display 
Men’s Club, Mr. Lee was very active in other organiza- 
tions, among them being the Tenormore Club and the 
Mullen & Bluett Club. 


Enthusiastic Meeting of Los Angeles Club 


Another enjoyable and enthusiastic meeting of the Los 
Angeles Display Men’s Club was held Thursday noon, July 


24, at the “Bull Pen Inn,” attended by fifty members. Har- 
old Nichols, display manager of Blackstone’s, was ap- 


pointed treasurer to fill the vacancy caused by the death 
o* K. O. Lee. A vocal solo and a humorous reading by 
Mrs. Hunt, of Blackstone's, were greatly enjoyed. 


H. C. Petit, president of the club, gave an interesting 
report of his trip East. Having attended the I. A. D. M. 
convention in Buffalo, he was able to give the boys many 
new ideas The club decided to send a rousing delegation 
to the convention of the Pacific Northwest Displaymen to 
be held at Spokane in September. The Los Angeles Club 
will endeavor to perpetuate the idea of an annual Pacific 
Coast convention. 
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W.D. A. A. Convention at Cleveland 


Plans completed and program prepared for three days’ meeting from 
September 29 to October | for national advertisers 


NUSUAL progress has been made by the 
Window Display Advertising Association, 
when it is considered that the organization 
has been in existence less than five months, 
yet is already affiliated with the Associated Advertising 
Clubs of the World as a departmental, and was repre- 
sented at the London convention of this latter organiza- 
tion not only by a delegate, but by an exhibit of window 
display advertising. 
~ The association has just announced its plans for the 
first annual convention, to be held at the Hotel Statler, 
Cleveland, Ohio, September 29 to October 1, inclusive. 
This convention, it is anticipated, will be attended by 
more than 300 persons interested in window display 
advertising, coming from all sections of the country. 
The three days will be given over to a varied program 
of educational, demonstrative and entertainment fea- 
tures. Arrangements for the event are in charge of a 
convention committee and a Cleveland committee, 
which is headed by F. E. Watts, publicity manager for 
the Apex Electrical Distributing Company. 
The convention will open September 29th, from 
8 to 10 a.m.} with the registration of delegates at the 
headquarters in the Hotel Statler. At 10:30 a.m., 





Doctor F. H. Peck, of E. R. Squibb & Sons, New York 
City, president of the association, will call the conven- 
tion to order, and, after the address of welcome from 
officials of Cleveland, will deliver his response and his 
annual address. The keynote of the subjects to be 
discussed at the convention will be sounded by Mr. J. 
Duncan Williams, display specialist, of Chicago, who 
will address the delegates on the subject “The Impor- 
tant Phases of Window Display,” at the conclusion of 
Doctor Peck’s address. The appointment of commit- 
tees and other preliminary business will close the morn- 
ing session. 


On the afternoon of September 29, the convention sessions 
will be opened with a series of demonstrations in dummy 
windows to be erected in the convention hall. S. Fisher, 
of the Fisher Display Service, Chicago, will be in charge of 
these demonstrations. Manufacturers of nationally adver- 
tised products, such as Paris Garters, Hickok Belts, Welch 
Grape Juice, Mennen Toilet Preparations, Flit and. Nujol, 
Squibb’s Dental Cream and others, will send special win- 
dow display trims, to be installed in these dummy windows. 
One window will be occupied by the head of a display ser- 
vice firm, who makes a practice of installing displays for 
national advertisers; the other by a merchant or dealer 
from a small city. The delegates in attendance will decide 
at the conclusion of the installation, by vote, which display 


# haart 


National Advertisers’ Window Display Prepared by Fuller & Smith, Advertising Agency, of Cleveland, for the Fox 


Furnace Co., Elyria, Ohio, Manufacturers of Sunbeam Cabinet Heater. 
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has the greatest merchandising power. This demonstration 
alone will draw many persons to the convention. 

Representatives of the various national advertisers whose 
display material is being installed in the windows will de- 
liver short talks on the methods in which their display de- 
partments function, while the displaymen, inside the win- 
dows, are actually at work. This afternoon session will be 
concluded with an address by George A. Smith, New York 
display specialist, and display manager for the United States 
Rubber Company, on the subject, “Nature and Human Na- 
ture in Window Displays.” 

The Cleveland committee has provided an elaborate 
smoker and get-together meeting for the members and 
visitors in the evening at one of the outing clubs in the 
Cleveland suburbs. This event will begin at seven o'clock 
and will be featured by an exchange of experiences and a 
musical program. 

The morning.session on September 30 will be held at the 
Hotel Statler. J. T. Northrop, advertising manager of the 
Smith-Winchester Co., Jackson, Mich., representing one of 
the large retail hardware stores of the state of Michi- 
gan, will deliver an address on “The Small City Dealer’s 
Viewpoint of Window Display.” A discussion, “Should 
the Dealer Be Charged for Window Display Material?” will 
be led by N. W. Townsend, of the publicity department of 
the National Lamp Works, of Cleveland. This is a subject 
in which, it is anticipated, a spirited discusson will accrue. 
Another discussion, “Should the National Advertiser Give 
Free Goods with Window Displays?” led by Dr. F. H. 
Peck, president of the association, while Vice-President 
C. T. Fairbanks, of Chicago, occupies the chair, will con- 
clude the morning session. 


Will Spend Day at Nela Park of National Lamp Works 


At noon on September 30 the delegates and visitors will 
board busses at the Hotel Statler and leave for Nela Park, 
the home of the National Lamp Works. Here the remain- 
ing sessions of this day of the convention will be held, 
opening with a luncheon in the famous cafeteria at Nela 
Park at one o’clock. Following the luncheon, the visitors 
will be taken on a sight-seeing trip through the park and 
plant, returning to the study hall to resume the convention 
sessions. “Proper Window Illumination and What it Means 
to National Advertising” will be the subject of. an interest- 
ing address by A. S. Turner, Jr., of the Service Depart- 
ment, Edison Lamp Works, Harrison, N. J., and this will 
be followed by demonstrations and talks on lighting by 
representatives of the National Lamp Works, in the bat- 
tery of display windows erected at Nela Park for the edu- 
cational and test work this company conducts. 


Reports of committees will conclude the afternoon ses- 
sion, following which the visitors will participate in golf 
contests and athletic events, including a baseball game, 
until time for dinner, which will be served at the Nela 
Park cafe. This will be the annual banquet of the associa- 
tion, and, after the usual banquet features, H. E. Panco, of 
the promotion department of the Western Company, Chi- 
cago, will entertain the delegates with an illustrated lecture 
on window display merchandising. The other featured 
speaker of this banquet program will be Martin L. Pierce, 
ot the Hoover Company, North Canton, Ohio, who is known 
as one of the foremost research men in the national adver- 
tising field, and who made such an impression at the recent 
convention of the International Association of Display Men 
at Buffalo. Mr. Pierce’s address will be one of the out- 
standing features of the convention. 


The final day of the convention affords one of the most 
interesting programs; and includés at the ‘morning session 
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an address, “The National Advertiser’s Viewpoint of Win- 
dow Display,” by Joseph M. Kraus, advertising manager, 
of A. Stein & Company, Chicago, and an address, “What 
the W. D. A. A. Can Accomplish by Research Work,” by 
R. O. Eastman, of Cleveland, president of R. O. Eastman, 
Inc., one of the principal research firms of the country. At 
this session the judges of the National Window Display 
Contest, to be conducted in Cleveland the week of the con- 
vention, will make their report and decisions on the prize 
winners. The Research and Survey“ Commission of the 
W. D. A. A. will then report on the results of the ques- 
tionnaire sent to 2,0C@0 national advertisers recently, in an 
effort to reach some decision on elimination of waste in 
national advertising window display material and to make 
recommendations for increasing the efficiency in its use. 


Joint Meeting and Luncheon with Cleveland Ad Club 


At noon on the final day of the convention a joint meet- 
ing and luncheon will be held with the Cleveland Adver- 
tisers’ Club at the Hotel Statler. It is expected more than 
1,000 will attend this luncheon, and a speaker of national 
prominence will be announced by the committee shortly as 
one of the features. This will be the first window display 
departmental meeting of the Cleveland Ad Club, and will 
be made quite an event. ’ 

The afternoon session will conclude the convention, and 
will be devoted strictly to business and confined to mem- 
bers of the organization. This will include election of 
officers, selection of the 1925 meeting place and a great 
many other important subjects brought up by the com- 
mittees of the organization. 

The, convention hall will be lined with exhibits, which 
will be confined to members of the association, and will 
be non-commercial. It is merely hoped to make this a 
representative exhibit of the window display advertising 
maternal now used by the national advertisers. In addi- 
tion to this, a series of panels, including photographs of 
window displays of nationally advertised products will oc- 
cupy one end of the convention hall. These photographs 
will be sent in by the members, and will provide an inter- 
esting exhibit. Both these exhibit features will be under 
the direction of John V. Horr, vice-president of the Manu- 
facturers’ Display Service Corporation, of Chicago. 

The National Associated Window Display Services, of 
which S. Fisher, of Chicago, is president, will hold its first 
annual convention in conjunction with with the W. D. 
A. A. This organiation, recently formed in Buffalo, has 
made application for affiliation with the W. D. A. A., and 
will probably be taken in as a departmental at the Cleve- 
land convention. 

H. C. Menefee, president of the Display Publishing Com- 
pany, of Cincinnati, represented the W. D. A. A. as a mem- 
ber of the National Advertising Commission, and in the 
joint assembly in the recent convention held in London, 
England, Mr. Menefee carried the proxy of Arthur Freeman, 
of New York City, chairman of the Board of Trustees of 
the W. D. A. A., and the representative of the organization 
on the National Commission, but who was unable to attend 
the London meetings. Mr. Menefee reported, on his re- 
turn, that the newest departmental of the Associated Ad 
Clubs movement was given considerable attention, and that 
unusual interest was expressed in window display at the 
London convention. 

Advertising clubs throughout the country are planning 
to establish window display departmentals this fall, when 
the clubs begin resuming sessions. The Advertisers’ Club 
of Cincinnati was one of the first to plan such a depart- 
mental, and a meeting is to be held at Cincinnati during 


(Continued on Page 59) 
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Upper Left, Display by C. H. Roberts for Quality Shop, Baltimore, Md.; Upper Right, Display by 

A.V. Fraser for Marshall, Field & Co., Chicago, IIl.; Center, Display by F. B. Waldo for C. F. Hovey 

Co., Boston, Mass.: Lower Left, Display by George Prue for Jordan Marsh Co., Boston, Mass.; Lower 
Right, Display by W. Z. Coy for Roland’s, Spring field, Til. ‘ 
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Upper Left, Display by J. M. Bedford for Kramer’s Clothing Store, Akron, Ohio; Upper Right, Dis- 

play by H. Goering for The Wonder Store, Fresno, Calif.; Center, Display by Harold Nickel for the 

N. B. Blackstone Co., Los Angeles, Calif.; Lower Left, Display by Harry H. Cowan for the F. N. 

Arbaugh Co., Lansing, Mich.; Lower Right, Display by E. J. Stephenson for the Schmidt-Kloepfer 
Co., Logansport, Ind. 
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Versatility Shown in Recent Contests 


Window dispays of many varied nationally advertised products are 
exceptionally attractive and have good sales power 


IERSATILITY was plainly the keynote 
of the prize winning displays in prac- 
tically all the contests conducted by na- 
tional advertisers, which closed during 

the months of June and July. No wider variance of 
displays have been entered in any of the previous 
contests, and no wider range of merchandise was 
covered. The contest winners announced by The 
DISPLAY WORLD this month, were given awards 
for displays of rugs and floor coverings, shoes, 
paint, cloth, cleansing compound, tailored clothes, 
stationery, rubber soled shoes, belts, tooth brushes, and 
other products. 

The contests brought to the surface the work of 
many new displaymen—many who have taken their 
first fling at competitive tests, and it is interesting 
to notice that in the most instances they have 
come forward with high honors. The veteran con- 
test winners are again in evidence, however, and some 
of their very best efforts are contained in the offerings 
the past two months. 


The U. S. Gutta Percha Paint Co., Providence, 
R. L., conducted a contest which was featured by 
novel displays because of the product. The name 
itself, and the trademark of the company, made it 
possible to employ some unique ideas in the trims 
submitted. In the announcement of the selections 
in the contest, published by the company, the fol- 
lowing comment was made: “Photographs of 
many striking displays were entered in our contest 
by Barreled Sunlight dealers throughout the coun- 
try. In selecting the prize winners, we were guided 
by (1) selling strength of the display itself; (2) 
new, practical, selling ideas in the letters accom- 
panying the folders; (3) artistic effects of the win- 
dows. The contests brought to light a remarkable 
spirit of enthusiasm, and helped to explain why 
dealers everywhere increased their Barreled Sun- 
light sales during the past year.” The contest ran dur- 
ing April, May and June and prizes were announced 
late in July as follows: 

First, $100, Carl .Graham Paint & Wall Paper Co, 





Upper Left, Display by L. Robert Rehin for Central Grocery, I. Freiburger Co., Ft. Wayne, Ind., Winning First 
Prise of $200 in Gold Dust Contest; Upper Right, Display by Paul Kushell for Lew Hubbard, Kalamazoo, Mich., 
Winning First Prize in E. V. Price & Co. Tailoring Contest; Lower Left, Display by R. G. Nunn for Smith-Bal- 
ance-Nunn, Inc., Norfolk, Va., Winning First Prize in Nettleton Shoe Contest; Lower Right, Display by the Miller 


Stationery Co., Dayton, Ohio, Winning First Prize in Coach-Bingham Co. Stationery Contest. 
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dur NOW —Beautiful effects with Textone! 


Those beautiful finishes in “Caenstone” and “Tile” as 
backgrounds for window display arenow made much 
more easily, quickly and economically with Textone. 


Textone is a new finishing material, adaptable to 
every surface, plaster, plaster wallboards—Sheetrock 
—fibre, paper, cloth. 


Applied white or in any color desired, it makes 
most efiective backgrounds that show off your win- 
dow to best advantage. 


Easy to use, too. Where you have had to use several 
coats of other material, you apply just one coat of Tex- 
tone. Apply with calcimine brush, stipple, and line off. 


Textone comes in dry form, in 25-lb. packages. 
Mix to a thick paste and add colors desired. Send 
coupon below for full information. 


General Offices: Dept. V, 205 West Monroe Street, Chicago, Illinois 


mo AO A). eo ON. & 


UNITED STATES GYPSUM COMPANY 
irst Department V, 205 West Monroe Street, Chicago, Illinois 
ch Please send me Textone folder and sample of Sheetrock finished with Textone. 
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Display by Carl Graham Paint & Wall Paper Co., Wichita, Kans., which Won First Prise in “Barreled 
Sunlight” Contest. 


Wichita, Kansas; second, $50, M. R. Loud & Co., South 
Weymouth, Mass.; third, $30, Sisson Drug Co., Hartford, 
Conn.; fourth Schneider, Chappell & Jones Co., Sacra- 
mento, Cal. 


Karnak Rugs Are Featured in Display Contest 


The Karnak window display contest, conducted by W. 
& J. Sloane, selling agents for Karnak rugs and floor cov- 
erings was exceptionally interesting. Because of the excep- 
tional merit shown in its window display in regard to sales 
value, attractiveness, originality and simplicity, the C. H. 
Yeager Company, of Akron, Ohio, was awarded the first 
prize of $100. Under the direction of N. R. Spinney, dis- 
play manager, this progressive firm created a window in 
which but three rugs combined with a few simple acces- 
sories proved its sales possibilities by attracting many 
buyers into the store during the time it was displayed. 
Second prize was awarded to The Duluth Glass Block Store 
Co., of which Harold A. Grinden is display manager. This 
display was also very simple and won its laurels through 
effective combination or rugs, figures and simple acces- 
sories. 


The McKeown Seattle Company, of Coshocton, Ohio, 
was awarded third prize through the splendid idea created 
by Harry L. Hawkins, display manager. Additional awards 
were also made to: Stoehr & Fister, Scranton, Pa.; North 
Mahornay Furniture Co., Kansas City, Mo.; Jury-Rowe 
Co., Lansing, Mich.; Bettencourt Furniture Co., New Bed- 
ford, Mass.; The Sell Company, Canton, Ohio, and the 
Anderson Furniture Co., Des Moines, Iowa. 

The results of this contest were most gratifying to W. 
& J. Sloane, who conducted the competition for the man- 
ufacturers of Karnak rugs, The Mohawk Carpet Mills, for 


whom they are sole selling agents. The increased sales’ 


secured by the dealers who made up Karnak window dis- 
plays attested their sales value. Because of this, an at- 
tempt will be made to educate dealers as to the value of 
tfeing up the Karnak magazine and newspaper advertising 
with window displays. An extensive campaign is planned 
for this fall. 


M. J. Whittall Associates Have Strong Contest 


M. J. Whittall Associates, of Worcester, Mass., manu- 
facturers of rugs of nationally known prominence con- 
ducted a successful contest which closed recently with the 
award of the first prize of $250 on a display installed by 
Kk. B. Allenbach, display manager of the Standard Furniture 
Co., Seattle Washington. Sixteen major prizes and nine 
others were awarded by the company. Mr. Allenbach’s 
display, although exceedingly simple, had great merchan- 
dising value, and displayed a single Whittall Anglo-Persian 
rug. 

The entire list of prize winners, in order of the awards 
follows: First, Standard Furniture Co., Seattle, Wash.; 


aut 


Display by E. B. Allenbach for Standard Furniture Co., 
Seattle, Wash., Winning First Prise of $200 in 
Whittall Rug Contest. 


second, Hennessy Furniture Co., Riverside, Cal.; third, 
Scruggs, Vandervoort & Barney Co., St. Louis., P. S. Will- 
iams. display manager; fourth, Reichlin, Reidy Scanlon Co., 
Lorain, Ohio; fifth, E. W. Edwards Co., Rochester, N. Y.; 
sixth to twenty-fifth, Hampson, Mintie & Abbott, Water- 
bury, Conn.; Fowler Furniture Co., Worcester, Mass.; 
Howe '& Rogers Co., Rochester, N. Y.; O’Connor Furniture 
Co., Santa Rosa, Cal.; Fakes & Company, Fort Worth, 
Texas; Callender McAusland & Troup, Providence, R. I; 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 













GEORGE A. SMITH 
1737 Broadway, New York City 


Specializing in window displays for National Advertisers and 

Dealers. ' Model displays planned, reproduced and set up in my 

model windows. Make your “Window Display Dealer Helps’’ 
produce the results they should. 





DIS-PLAY-WELL 
WINDOW DECORATING SERVICE 
141 Fifth Avenue, New York — 
New York City and 200 Mile Zone. Special Department to 
concentrate on Summer Resorts, Rockaway to South Hampton, 
L. L, all New Jersey resorts, Asbury Park, Atlantic City to 
Cape Cay, Mts. 
837 Ideal Locations where the crowds will be all summer. 





MARTIN JENTER ARTCRAFTS 
185 S. Columbus and 101-109 Haven Ave., 
Mt. Vernon, N. Y. 


Artcraft Window Displays, Exhibits and Entire Expositions. 
Specialists in Hand-made Krummeck Processed Duplications of 
a very high grade type in quantities of 25 to 100 for routing 


all over the world. President—Martin Jenter 





PHILADELPHIA—BALTIMORE—WASHINGTON 
and Surrounding Points. 
Window Displays Delivered and Installed for National Advertisers. 
We Specialize in an “ALL YEAR ROUND” Service. 


Prompt and Careful Attention Given to Special Campaigns. 
For Further Information and Quotations Write to 


The Reuben H. Donnelley Corp., 1214 Race St., Philadelphia, Pa. 
Attention Mr. Samuel J. Hanick, Manager. 











LISA DES RENAUDES 
51 West 52nd St. New York City 
HOURS 2 TO 6 
IMPORTED NOVELTIES 
French Dolls Dressed in Old-Fashioned and Modern Clothes for 
WINDOW DISPLAY. 


Used by Leading Fifth Avenue Stores. 
All Sizes—No Two Alike—Immediate Deliveries. 





J. D. WILLIAMS DISPLAY SERVICE 
Auditorium Building, Chicago 
Advisor in National Campaigns—Local Display Service 
—Complete Service for National Advertiser 
Manager, J. D. Williams 





JACK SHENKER’S DISPLAY DECORATIONS 
134 West Broadway (near Duane St.), New York City 


Fancy Papers, Baskets, Spot Lights, Flowers, Tinsel, 
Velours, Show Cards, Valances, Reflectors, 
Fixtures, Price Tickets, Beaver Board, Etc. 





GENERAL SALES SERVICE CO. 
219 North Liberty St., Baltimore, Md. 


A National Window Display Service for installation of sales 
producing window campaigns. Drug and Tobacco trims. 


B. Harry Statter, President 





EASTERN WINDOW DISPLAY CO. 
E. A. Provencher 
537 Shawmut Ave., Boston, Mass. 
Complete Window Display Service for 


National Advertisers. in 
GREATER BCSTON and VICINITY 





CENTRAL INSTITUTE 
256 West 34th Street .. New York City 
Window Displays for Local and National Advertisers and for 


Dealers. Model Displays Planned, Reproduced and set up in 
Our Own Windows. 


A. S. Felder, Director of Displays 
Telephone 5595 Chickering 


UNIVERSAL WINDOW DISPLAY SERVICE 
OF NEW ENGLAND 
739 Boylston Street Boston, Mass. 
; Window Display Service Throughout New England 
National Manufacturers’ Campaigns Our Specialty. Service en- 
dorsed by leading Manufacturers of the following products: 
Tanlac—Mulsified Cocoanut Oil—Zonite. 
Gainsborough Hair Nets and others upon request 


DISPLAY MEN! 
$5.00 per month brings you the photographic service 
that’s full of the newest ideas in the display field. 
12 photographs—assorted subjects. 
STAN-MARK SERVICE 
647-6th Ave., New York City 
Special photo service for national advertisers. 











NOYES BROS. & CUTLER DISPLAY SERVICE 
Park Square, St. Paul, Minn. 
A national Display Service for installation of up to 


500 sales producing windows in St. Paul and 
Minneapolis. 


B. J. Millward, Manager 





FISHER DISPLAY SERVICE 
40 N. Wells St., Chicago, IIl. 


1000 Locations Available 


For installing window displays of Nationally adver- 
tised products in Chicago and surrounding territory. 





WINDOW-BOOTH-FLOAT 


,, e DISPLAYS 
b Specialists to Druggists and 
1 DISPLAYS National Advertisers 


Sexe Meacwanose Best Locations Available 


190 N. State Street Chicago, Ill. 





ANDRADE DISPLAY SERVICE 
118No. LaSalle Street Chicago, Ill. 


Locations available. in Chicago and suburbs for 
Nationally Advertised Products. 


One Window or a Thousand 





BUCKEYE DISPLAY SERVICE COMPANY 
Columbus, Ohio 


Complete Window Display Installation Service 
for Local and National Advertisers 


Best Locations in Golumbus and Surrounding Towns. 
Your Satisfaction Our Gain 


E’LL create 
an idea for 
one window or a 
thousand—and _ it 
will get ACTION 


as well as AT- 

TENTION! 
Look in! 
Metropolitan 


V ISUALIZATION Ss ye 


“Putting Ideas into Picture Form” 
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Peoples Outfitting Co., Detroit, Mich.; Flint-Adaskin Furn- 
iture Co., Providence, R. I.; Adam L. Bleitz, Aurora, Ill; 
Robinson & Sons Co., San Jose, Cal.; Grote Rankin Co., 
Seattle, Wash.; John H. Kananjian & Co., Newport, R. L.; 
S. S. Fulmer & Son, Philadelphia, Pa.; George Innes Co., 
Wichita, Kansas; Central Furniture Co., Louisville, Ky.; 
FE. W. Edwards Co., Buffalo, N. Y.; Rothschild Brothers, 
Ithaca, N. Y.; J. E. Will Company, Bloomington, IIl.; H. 
Leh & Company, Allentown, Pa.; Muttart-McGillan Co., 
Antigo, Wisconsin. 


Renfrew Devonshire Cloth Displays Artistic 


F. U. Stearns & Company, 9 Thomas Street, New York 
City, selling agents for Renfrew Devonshire Cloth, recently 
closed an interesting contest that produced some very ar- 
tistic displays, particularly in the draping of the cloth. 
The contest was judged on the following points: Relation 
gi merchandise to the settings; placing of units and forms; 
arrangement and genera! appearance of the display insofar 
as it would tend to impress the passerby with the merit and 
desirability of the merchandise shown. 

The prize winners were divided among five zones, 
prizes in each zone being as follows: 

Zone 1. First, Ernest E. Pettingall, display manager, C. 
Thomas Kemp, Frederick, Md.; second, T. B. Young, The 
Long Co., Oxford, N. C.; third, W. R. Harre, Maas Bros., 
Tampa, Fla.; fourth, E. P. Lavin, The Yowell-Drew Co., 
Orlando, Fla.; fifth, F. S. Bowman, Woodstock, Va. 

Zone 2—First, L. L. Wilkins, The Kerr Dry Goods Co., 
Oklahoma City, Okla.; second, Lex M. Buchanan, The 
3urton-Peel Dry Goods Co., Paris, Texas; third, O. E. 
Wheete, Halliburton-Abbott Co., Tulsa, Okla.; fourth, Mrs. 
Alma Wirsing, Harper Croom Dry Goods Co., Stuttgart, 
Ark.; fifth,'Ben Lowenhaupt, W. H. Bailey, Covington, 
Tennessee. 

Zone 3. First. Carstens Brothers, Michigan City, Ind.; 
second, M. L. Hoffstadt, The People’s Store, Charleston- 
Kanawha, West Va.; third, Luther P. Mader, Anderson 
Bros. Co., Portsmouth, Ohio; fourth, Newton R. Spinney, 
C H. Yeager Co., Akron, Ohio; fifth, none. 

Zone 4. First, O. J. Becker, Rorabaugh Dry Goods Co., 
Wichita, Kansas; second, M. R. Kruck, The Johnson & Hill 
Co., Wisconsin Rapids, Wis.; third, Harold A. Grinden, 
Glass Block Store Co., Duluth, Minn.; fourth, A. W. Cun- 
ningham, Rorabaugh-Wiley Dry Goods Co., Hutchinson, 
Kans; fifth, Harle W. Wright & Co., Aurora, Neb. 


Zone 5. —C. M. Green, E. S. Burgan & Son, Spokane, 
Wash.; second, W. A. Spence, Callahan & Co., Yakima, 
Wash.; third, G. Rouse & Co., Riverside, Cal.; fourth, Carl 
W. Ahlroth, Hamburger’s, Los Angeles, Cal.; fifth, D. P. 
Smith, Falk Mercantile Co., Boise, Idaho. 


Gold Dust Contest Prize Window is Clever 


The first prize window in the contest conducted by the 
Gold Dust Corporation, 239 West 30th Street, New York 
City, was well worthy of the award. It clearly demonstrated 
much hard work and thought on the part of the display- 
man who installed it. The Gold Dust Twins, the trade- 
mark long famous with the public, were at work over 
the wash tub, and by combining other accessories connected 
with housecleaning, the window told an effective merchan- 
dising story. From all reports, it sold greater quantities 
oi Gold Dust than had ever been sold in the store before. 

The awards in this contest were as follows: First prize, 
$200, Central Grocery, I. Freiburger Company, Ft. Wayne, 
Ind., L. Robert Rehm, displayman; second prize, $100, San- 
der and Co., Pittsburgh, Pa.; third prize, $50, H. E. Cun- 
ningham & Sons, Olympia, Wash.; six prizes $40 Elgin 
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Display by N. R. Spiyney for C. H. Yeager Co., Akron, 
O., Winning First Prize, $100, in Karnak Rug Contest. 


Streamline gold-filled watch to each, Piggly-Wiggly, 701 
Terminal Street, Los Angeles, Cal, A. C. Janes, general 
sales manager; Erwin Brothers, Santa Rosa, Cal., T. J. 
Jones, displayman; J. M. Eggemeyer & Sons, Richmond, 
Ind., John Smith, displayman; Gamba Brothers, Osage 
City, Kansas; Barker & Sewell, Pratt, Kansas ; Sky Grocery 
Co., 7331 Grand River, Detroit, Mich., A. J. Gardiner, 
displayman. 


Nettleton Shoe Contest Windows are Artistic 


Artistic window displays featured the window display 
contest conducted by the store service department of the 
A. E. Nettleton Company, Syracuse, New York, recently. 
The judges of the contest which closed July lst, were much 
impressed with the originality of many of the displays sub- 
mitted. It shows that Nettleton dealers are enthusiastic, 
alive and alert to their opportunities. In commenting on 
the contest, the Nettleton company sent out a folder, con- 
taining photographs of all the prize winning displays, and 
this notation: “We compliment the winners and all the 
contestants. It was a successful contest. The value of at- 
tractive window displays is being realized more each sea- 
son. It is our observation that under present buying 
conditions men are being influenced as never before by 
what they see in a dealer’s window. Our object is to sell 
more Nettleton shoes.” 

The first prize of $75 was awarded R. G. Nunn, display 
manager of. Smith-Balance-Nunn, Inc., Norfolk, Va., and 
was not only an artistic display, but combined good mer- 
chandising value. Mr. Nunn used a huge stuffed peacock 
in the foreground of his display, which was not only well 
balanced, but contained only a small amount of merchan- 
dise. Other prizes were awarded as follows: second, $50, 
P. R. Swift, display manager, Patterson-Fletcher Co., Ft. 
Wayne, Ind.; third, $25, Clement Kieffer, Jr., display man- 
ager, The Kleinhans Company, Buffalo, N. Y.; fourth to 
cighth prizes, one pair of Nettleton shoes, each, E. T. Joyce, 
display manager, Auerbach & Guettel, Topeka, Kans.; 
G. W. Daiber, Cheyenne, Wyo.; Cleve H. Wheeler, display 
manager, Turrell Shoe Co., Seattle, Wash.; A. W. Hubbs, 
display manager, The Hub Co., Medford, Ore.; Chas. D. 
Morris, Chas. D. Morris & Co., Dayton, Ohio. 


Stationery Displays Show Much Ingenuity 


Coach, a house journal published by The Bingham Com- 
pany, of Philadelphia, for Boorum & Pease Co., New 
York; Sanford Manufacturing Co., Chicago; C. Howard 
Hunt Pen Co., Camden, N. J., and Eberhard Faber, New 
York, conducted a summer window display contest for sta- 
tionery wndows recently, and the results proved how much 
ingenuity and human interest could be piled into a window 


(Continued on Page 62) 
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No. E-5, designed for 
lighting thru glass 
ceilings and for other 
special purposes, 


Adjustable neck al- 
lows of alternate use 
of either 75, 100 or 150 
Watt lamps. 


















No. E-4, for use 
in low, deep win- 
dows. Because of 
adjustable neck, 









No. E-2, designed 

for use in high 
narrow windows. : 

Fit standard 3% in. S 4 
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a All Metal Reflector 
bas eta €rirectors 
. sell : , ; 
: Here is a line of all metal reflectors, made under an entirely 
diay new. principle. 
yeu They have been declared by experts to be the outstanding 
dl Reflector development of the year. 
ae There is no glass to break, no paint to peel. 
veil No. E-5 Just pure copper, electrolytically deposited on pure silver, 
oi giving a reflecting surface from ten to fifteen per cent more 
$50 efficient than silvered glass. 
ort. ° 
a Now Is The Time To Order 
h to For The Coming Season 
dyce, : 
ans.; We have stock of the three sizes shown here for immediate shipment. 
aie Now, at the beginning of the lighting season while we can still fill 
pray orders promptly, is the time to make sure of delivery. Order NOW. 
ibbs, Frink guarantee of perfection and satisfaction goes with each 
eo. reflector. Write today for samples, prices and information. 
4 I.P FRINKA Inc. 
New 24th Street and 10th Ave., New York 
ward Chicago, Il. . Detroit, Mich. Cleveland, O. Philadelphia, Pa. Pittsburgh, Pa. 
New Boston, Mass, Cincinnati, O. Seattle, Wash. St. Louis, Mo. Los Angeles, Cal. 
, San Francisco, Cal. Buffalo, N, Y. Birmingham, Ala. Atlanta, Ga. Portland, Ore. 
sta- CANADA 
auch Associated with The Robert Mitchell Co., Ltd. 64 Belair Ave., Montreal 
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Building Window Display Publicity 


Interesting plan followed by electrical appliance manufacturer in 
encouraging featuring of displays by dealers 


August, 1924 


By ARTHUR TOWNE 
Advertising Department, Apex Electrical Distributing Co., Cleveland, Ohio 


AJOR electrical appliances are a comparatively 
new thing in the field of merchandise. They 
are often carried in a department by them- 
selves in hardware, furniture and department 
stores, and in the commercial branches of 

light and power companies. Also they are handled as a 
distinct line of retailing as is the case with sewing machines, 
yautomobiles and phonographs. A great many men are 
taking up this new business. Many of them were former 
house-to-house salesmen who have progressed to the point 
where they can open selling agencies of their own. Others 
are recruited from among electricians, contractors, and 
so on. Field men, especially, are well schooled in the sell- 
ing end of the business. We have found, however, that 
most of them can be greatly benefitted through helping 
them to information in the matter of merchandising. This 
we are doing. There are several phases to this service, 
but the one of which we are treating here is window 
displays. These have proved to have great local trade 
building value when rightly handled and provide a real 
tie-up with our national advertising campaign. Also they 
give a store character as a place of business. 

In developing our window display service, we are not 
attempting to put out any classics of the displayman’s art. 
This would tend to defeat the purpose of the service. The 
dealers who need this assistance most have only a casual 
knowledge of the subject. Many of them must themselves 


take on much of the display work in addition to numerous 
other responsiblities. Often too, facilities are more or less 
limited. Such dealers would be discouraged more than 
helped by suggestions, the carrying out of which would 
involve much outlay of time and money. So our displays 
are built along more elementary lines, with an eye chiefly 
to neatness and simplicity. The other class of dealers, as 
well as those who have progressed, are taken care of in 
another way. In each issue of our magazine are reproduced 
several photographs of displays made by first-class mer- 
cantile houses. This meets the requirements of depart- 
ment, furniture, hardware, electrical and other stores which 
have all kinds of equipment and special men for display 
work. 

In carrying out our window display service, we con- 
structed at our factory a typical though not expensive store 
window. Its extrtme measurements are 5 feet by 10 feet. 
We have put into it much the same equipment that a small 
dealer might. By doing this we are able to show in a prac- 
tical way what can be done at small outlay of time and 
expense. The background of our window is of wallboard 
finished in gray and given a paneled effect by the use of 
two-inch strips painted white. So far we have used tinted 
water paints, since these dry quicker and have no gloss. 
Refinishing is occasionally necessary, but this helps to 
maintain the appearance of neatness. 

The lighting equipment is hidden by the cornice and the 


One of the Attractive Displays Suggested to Dealers by the Apex Electrical Distributing Co., Cleveland, Ohio 
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Suggested Window Display by Apex Electrical Distributing Company for Rotarex Washing Machines. 


valance. The fixtures consist of two 100-watt lamps with 
reflectors in the ceiling of the window and three lamps of 
the same size in the front of the window just above the 
valance. This provides plenty of light, which experience 
shows is so essential in cashing in on displays. 

First, we covered the floor with crepe paper, with colors 
to harmonize with the color scheme of the window. This, 
however, proved unsatisfactory. Later a carpet was used. 
Some of our dealers are using linoleum finished in a 
pattern resembling hard wood, while others prefer a par- 
quet effect. All of these are good. The principal thing in 
this connection is to keep the floor very neat and clean in 
appearance. 

Our principal display equipment consists of an easel 
and some pedestals finished in white. They are simple in 
construction and can be easily built by an ingenious dealer 
or a local carpenter. Besides this, we have platforms of 
several different sizes, according to the display we are 
making. A typical one is eighteen inches square by four 
feet long, two of these occasionally being placed in the back 
of the window against the partition and covered with cloth 
of a color that harmonizes with those in the window. These 
are used for bringing articles like the cleaner or mechanical 
parts of other machines into easier’ view of the spectator. 
We also have some furniture and draperies which are used 
from time to time. 

Show cards are quite a feature with us. We not only 
furnish a great many for the use of dealers, but encourage 
the use of others of their own creation. Cards provide a 
means of “talking” to the window shopper and answering 
her unspoken questions. They also create added interest 
and help toward’ bringing prospects into the store. Another 
thing we have to consider, too, is that our exclusive appli- 
ance dealer has, say, only five different articles to show. 
In order to keep his window interesting, then, it is neces- 
sary to resort to changes in setting and the use of cards 
and other decorations to get good variety in appearance. 


The Use of Motion 


We are able to introduce motion to some extent in out 
displays, and this invariably catches the crowd. The first 
feeling inspired is probably curiosity, but in the experience 
of our dealers this very often ripens into real interest. The 
result is sales eventually if not immediately. 

It may be of interest to explain just how we get this 
motion. One somewhat familiar way is through a window 
demonstration of our cleaner. The demonstrator does not 
work throughout the day, except a couple of hours during 
the busiest time. Some of our dealers use a set of cards 
in connection with such a demonstration. These explain 
the various uses of the machine as shown by the demon- 
strator in her work. These cards are featured one at 2 
time on an easel conveniently placed. 

Another plan is to show the “old way and the new” in 
connection with household laundry work. Such demon- 
strations may be conducted in the evening at the right time 
to catch the movie crowd. For this purpose two demon- 
strators are required in the window. One of these plays 
the part of the tired, rather bedraggled-looking house- 
keeper toiling over a wash tub and scrub board. Near her 
is a trim-looking young woman doing the same work easily 
with an electric washer and ironer. The contrast, as the 
demonstration is conducted, is very striking. 

Action can be put into a cleaner display by the use of 
a machine having “windows” in the dust bag. The cleaner 
is mounted on a receptacle containing saw dust. A tube 
connection between the top of the bag and the receptacle 
completes the circuit. When the machine is set in action 
a continuous stream of saw dust is seen flying through the 
dust bag. All this is more or less familiar in many cities, 
and we are not laying any particular claims to originality 
in these ideas. The point is, however, that such demon- 
strations, when rightly handled, are always interesting to 


(Continued on Page 41) 
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Chicago affords the most complete Display Equipment and Decora- 

tion Market in the World—Time and money niay be saved, and the 

best that decorative genius creates can be obtained in Chicago at 
prices that cannot be duplicated—quality considered. 
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THE ADLER-JONES CO. CURTIS LIGHTING, INC., 
643'S. Wells Street 1119 W. Jackson Blvd. 
Artificial Flowers—Decorations Complete Equipment for Lighting Effects 
ARTISTIC WOOD TURNING WORKS THE KOESTER SCHOOL 
529 N. Halsted Street 314 S: Franklin St. 
Store and Window Fixtures Display and Card Writing Instruction 
BAER’S, INCORPORATED NATIONAL CARD, MAT & BOARD CO. 
155 North Union Ave. 4318 Carroll Ave. 
Wax Figures and Forms Show Card Boards, Mat Board Cut-Outs 
THE BODINE-SPANJER CO PAASCHE AIR BRUSH CO. 
1160 Chatham Court 1902 Diversey Parkway 
Distinctive Display Decorations Air Brushes and Accessories 
CHICAGO MAT BOARD CO. SCHACK ARTIFICIAL FLOWER CO. 
664 W. Washington Blvd. 134-140 North Robey St. 
Card and Mat Board Artificial Flowers & Display Decorations 


GEO. E. WATSON CO. 
62 W. Lake Street 


Show Card Writers’ Supplies 


Endorsed by most critical and discerning displaymen and. merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 


Copyright 1924 by The Display Publishing Co. 
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Discovery in Scenic Backgrounds 


New photographic enlargement process developed for motion picture 
field finds way into window display at Los Angeles 


By DAVE E. ANDERSON 
Special Correspondent, The Display World 


UST cast an eye at the illustration accom- 
panying this article, and see in it a new 
development in window displays that prom- 
ises to become the most effective and hu- 

man of any previous*attempt at backgrounds. The 
story connected with it is unique, in that it was discov- 
ered in an unusual manner. 


"ow. J. Green, in charge of displays for the Parme- 
lee-Dohrmann Co., of Los Angeles, was familiar with 
the fact that there was a firm in that city making hun- 
dreds of enlarged photographs of gigantic proportions 
for motion picture concerns, both for advertising dis- 
plays and for use in various scenes. Mr. Green decided 
to experiment by using the idea in a window display, 
and chose the famous “Ridge Route,” a widely traveled 
automobile highway, for the 7x 14 photographic en- 
largement for his background. Just in front of this 
background he placed another photographic enlarge- 


ment of an automobile, with cut-out figures of several 
tourists about to prepare a picnic. 

With the aid of tree branches, stones, grass and 
other natural material, which he obtained from the 
vicinity in which the photograph was taken, supple- 
menting the photographic effects, a most relistic setting 
was accomplished. Persons in Los Angeles were thor- 
oughly familiar with the “Ridge Route,” and they 
stopped in front of the display in amazement, for the 
scene was so realistic they believed themselves standing 
on the very spot. The perspective obtained over the 
mountains is truly remarkable, and there is every rea- 
son to believe that this new experiment will become a 
permanent idea for displays that seek to reproduce in 
vividness something of the outdoors. 

The same effect is obtained by the enlarged photo- 
graphic backgrounds that comes from viewing motion 
pictures or “stills” taken by the motion picture camera, 
inasmuch as the perspective and vision is concerned. 


Showing the Enlarged Scenic Background by W. J. Green for Parmelee-Dohrmann Co., Los Angeles, Calif. 
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Bewitchingly Unique Display Device 
Entirely New and Unprecedented 


A Marvelous Moving Illuminated Attraction Offering 
An Endless Variety of Changes and Uses 

















It is a well known fact that light and motion com- 
bined will always attract attention. When moving 
objects can be so arranged as to move in extraor- 
dinary and unique ways, and a number of them at 
one and the same time, you secure the highest per- 
fection of effective display advertising. 


This new patented display device combines these 
features and makes of it a most powerful attraction 
in practically all fields of commercial enterprise. 
Its use in the display of merchandise and gaining 
attraction to displays is of first importance. 


The device consists of a flexible guideway over 
which lighted bulbs travel in any position that the 
flexible guideway has been placed, in the form of 
initials, etc. This is illustrated in the photographs 
reproduced herewith. 


Effeétive At All Seasons 


Actual merchandise, or the miniature in trans- 
parent form, announcement cards, etc., are placed 


over the bulbs and travel in the position the flexible guideway has been arranged. An endless 
variety of uses is possible, and the display is effective the whole year round. 


The guideway is very easily handled, readily concealed, and can be hung, swung or suspended 


to suit all conditions and ideas. 


As a toy it can be used on a Christmas tree, for example, and birds and other objects of that 
character placed over the lighted bulbs and made to travel in and around the tree, thereby pro- 
ducing novel effects. The device can be also arranged to be used as a scenic railway, roller- 


coaster, loop-the-loop, etc. 


This Device Is Simple, Practical, Durable and Foolproof 
and Is Furnished Complete With Slotted Guideway, Flex- 
ible Shaft, Electrical Conductors and Driving Mechanism. 


Fully covered by 
PATENTS 
U. S. A., No. 1323968 
Canada, No. 197925 
and other Foreign Countries 


For Full Information 
WRITE AT ONCE! 

















Edward A. Dieterich, 2a ty. 
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Four Hundred Feet Display Frontage 


Opening of new parkway to provide remarkable new windows for 
department store—Other improvements are planned 


By F. C. HEIDENGER 
Advertising Manager, The Alms & Doepke Co., Cincinnati, Ohio 
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Proposed Noe Frontage of Alms 


HE Cincinnati wholesale and retail house of Alms & 

Doepke is contemplating a number of changes to 
adjust the store to the new boulevard called Central Park- 
way which is to be constructed, and which was made pos- 
sible by a recent bond issue election, which carried favor- 
ably. 

Central Parkway was formerly a state canal, and is 
located in the business section of the city. The Alms & 
Doepke: store extends 400 feet along Central Parkway, 
affording opportunities for 400 feet of display space. The 
store, now facing Main Street, will be arranged to front 
on the Parkway. Spacious display windows with rich 
backgrounds will be installed along the entire new front. 
A fifteen-foot sidewalk is planned, and the company will 
construct a sixty-foot marquee over the main entrance. 

Inside the store many improvements that have been de- 
cided upon will be carried out to conform to the general 
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Doepke Department Store, Cincinnati, Ohio, Showing Battery of Windows 


plan. A battery of modern type elevators will be installed. 
New fixtures and many additional arrangements for proper 


display of merchandise are in prospect. 


In preparing for all this, Alms & Doepke have recently 
refurnished their model home on the sixth floor, built and 
decorated a recreation room and a modern restaurant for 
employees. The apparel departments on the second floor 
have been completely rearranged and remodeled. Some 
work is in progress on the home furnishings and the main 
floor. In anticipation of a greater volume, a fleet of new 
delivery trucks have been ordered and all old trucks are 
to be overhauled. 


The Alms & Doepke management feels that the new 
artery of traffic, tapping several suburbs as it will do, holds 
forth greater opportunities for the store. Therefore the 
firm has set to work with a will to make the most of them. 


0<—>00< 000100 


HOW DO YOU LIGHT YOUR STORE? 


Every day, according to a book recently published by 
Curtis Lighting, Inc., formerly the National X-Ray Reflec- 
tor Company, store lighting problems become more com- 
plicated. Originally the merchant was satisfied with bare 
lamps, but statistics and education have proved that to 
use bare lamps unshaded and the light rays uncontrolled 
is a loss in actual money and potential sales. 

This book, entitled “Store Lighting with X-Ray Reflec- 
tors,” points out to the reader just what must be taken into 
consideration when the interior lighting is selected; when 
the merchant plans to light up his show cases and make 
them more than mere display racks; and his show windows 
real sales producers. A copy of this book can be obtained 
by writing direct to the Advertising Department of Curtis 
Lighting, Inc., 1119 W. Jackson Blvd., Chicago, Ill. Men- 
tion The DISPLAY WORLD in writing. 


WHY WOULDN’T THIS WINDOW ATTRACT? 

The Austin Gas Light Company, of Austin, Texas, re- 
cently installed a window display that caused plenty of 
attention. The window was arranged with a Ruud heater 
as the central attraction and with a faucet and drain pipe 
running right through the window out to the street. Every- 
one passing the place stopped to press the faucet and 
“feel” the hot water. 





IT PAYS TO BE TRUTHFUL WITH WINDOWS 

The practice of drawing attention to their show win- 
dows several evenings each month by a pre-arranged set- 
ting off of a burglar alarm in three stores of Roseland, 
Illinois, has been stopped by the police. A real window 
display needs no alarm to draw the crowds to it. Truth 
must predominate in window displays as well as any other 
form of advertising. 
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_ CHICAGO ARCHITECTURAL 
BRONZE COMPANY 


4742 North Clark St., Chicago, Ill. 


Manufacturers of high grade Bronze Signs and Tablets 
for Stores and Mercantile Establishments. 


Well placed Bronze Tablets give your customers a 
feeling of confidence in the goods you offer them. 


We recommend our solid cast bronze tablets for 
outside use. Our cast bronze window tablets are the 
best that can be used in show windows. 


We do the best ‘work in bronze signs and tablets. 
Our work is unconditionally guaranteed. If it is not 
made as we represent it to be, return it at our expense. 


Full size proofs submitted for approval before cast- 
ing on all orders for bronze tablets and signs. 


Inquirics and correspondence desired. 
Prices and illustrated catalog on request. 































































WITHOUT WINDOWS— 


Can you imagine how business would drop in the retail stores if there were 
no windows in which to display merchandise? 


Yet, how many stores might just as well have no windows—for they get little 


sales value from them due to POOR LIGHTING. 
WELL LIGHTED WINDOWS INCREASE SALES! 


The Fashion Floodlight 


(New Type) MODEL No. 75 


Produces 3 times more light than any similar unit, using a 
; 200-watt lamp. 
ABSOLUTE EQUALLY DISTRIBUTED LIGHT 
Improved Color-frame makes it easy and quick to 
change colors. 





Universal joint that stays fixed—so that light can bé adjusted to any angle de- 
sired. Now used by the better stores everywhere. PRICE, complete with color unit, 
five assorted color films, wiring, etc., $13.50. 


A Product of 


BRIELOFF MANUFACTURING CO. 
119-21 LAFAYETTE STREET. - NEW YORK 

































THE DISPLAY WORLD August, 1924 


Series of Windows Follows Trades 


Clever plan adopted by display manager of men’s wear store in Maine 
and public looks forward to displays 


By ELMER B. ROWE 
Display Manager, Miller & Webster Clothing Co., Bangor, Maine 
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First of Series of Displays by Eliner B. Rowe for Miller & Webster Clothing Co., Bangor, Maine 


EARCHING for some new idea in window 

displays for a men’s wear store, I suddenly 

conceived the plan of a series of windows, 

with the result that we have more than 

stimulated interest in fields hitherto almost untouched 
in displays. 

I started this series of windows with a cook display, 

following it up with doctor, mechanic, salesman, lawyer, 

painter, etc., and have been continuing it almost indefi- 


nitely. In each instance the store has found stimulation 
in lines of merchandise that have hitherto only enjoyed 


an ordinary sale. The window displays brought to the 
minds of persons in these trades or professions the 
necessity of purchasing something they needed. 


In addition to the amount of sales, the series of 
window displays brought, the idea stimulated interest 
in the display windows, and persons who have never 
paused before them now invariably stop to see what 
we are showing. The plan: I believe, could be carried 
out by displaymen almost anywhere with the same re- 
sults. We did not fail to tie up these vocational win- 
dows with our newspaper advertising, and in connec- 
tion with the window illustrated herewith we ran an ad 


in the newspapers which read: “Here’s Something 
Really New! Vocational Windows (Weekly). This 
week it’s a display for COOKS. White goods in trous- 
ers, aprons, coats, caps, jerseys, underwear, hosiery, 
garters, shirts, armbands, gloves, etc. Complete cloth- 
ing outfits for Chefs. See the Jumbo Loaf of Bread 
from the Sunbeam Bakery—It Shines! Miller & Web- 
ster Clothing Co., Miller & Webster Corner.” 


I paint all the backgrounds myself, but this can be 
done by a local artist in every city. It will also be noted 
that I announce the display for the next week by a show 
card in each window. This stimulates interest and 
causes passers-by to watch for the next display. 





POPULAR OFFICIAL OF DENVER STORE KILLED 


Miss Emilie Keene, vice-president of the Neusteter Com- 
pany, Denver, Colo., which recently opened its elegant new 
store building, was killed July 27th in a fall from her horse 
while riding near her home in the western city. Miss Keene 
was 39 years of age and for the past 25 years had been 
with the Neusteter Company, the last eleven years of which 
she has been vice president of the firm. She started with 
the company at the age of 14 as a salesgirl. 
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3 Double Shoe Stands_--_-_- 12” high 
3 Double Shoe Stands-_-__-__- 18” high 
2 Double Shoe Stands-_--_-_-- 24” high 


ADDITIONAL 
PIECES MAY BE 

| HAD AT THE 
| FOLLOWING 
PRICES: 
| 12” Stamtheim $5.75 
~ -48* Stand_--feis-- 6.00 
| “24 Stand-223-.-..., 650 
| 2* ‘PedestaPiz2_ =. - 8.00 
| ‘24°: >Pedestal--cc._- 10.00 
| .16) iehavet. 3.2. 8.00 
| ‘See aboree os 10.50 
15 Circe s. nS 2.50 


| We Manufacture 
a Complete Line of 
| Display Equipment 
| to match the design 
of this 
Shoe Display Set 
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2 Peanetaien 2) 12” high 
1h: Pedeetel.....2:3..— 5.241. high 





SE 


933 ARCH STREET 


~ A Period Design Shoe Display Set, Value $110.75, 


2 Taborets____12x24 
1 Taboret____- 10x18" 
3 Plate Glass Circles_\ 














ALL & SONS 


MANUFACTURERS 
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CHERRY BLOSSOMS ON 
A ROYAL BLUE BACK- 
GROUND. A NOVELTY 
PAPIER MACHE VASE 
THAT CAN NOT BE SUR- 
PASSED. 


10744 N. MAIN STREET, 
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IT {8S OUR EARNEST DESIRE 

TO GIVE YOU JUST A 

LITTLE BIT BETTER WORK- 

MANSHIP AND MORE FOR 

YOUR MONEY. LET US 
PROVE IT. 
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2 ft. High 


Art Fontaine Exposition Co. 


LOS ANGELES, CAL. 
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Store of Elegance Ready to Open 


New Fifth Avenue establishment contains some of the most unique 
and costly display fixtures ever conceived 


By WILLARD D. HART 
Special Correspondent, The Display World 


EW YORK’S finest and largest specialty 
shop, to be located on New York’s 
finest shopping street, namely Fifth 
Avenue, is gradually assuming definite 

shape, and except for a few minor touches, is about 
complete. The new home of Saks & Company is the 
store involved, and in its location just below St. 
Patrick’s Cathedral stands out as a landmark to 
the retail industry and to the progressiveness of 
this city and this firm. 

Only a few more installations of fixtures and 
the assembling of merchandise is necessary to the 
formal opening of its doors on September 15th. 
The merchandise, however, will not be installed 
until two weeks previous to the opening. In the 
meantime mechanical art is being applied to make 
the building as attractive as possible. The buyers 
and management are going over details and assem- 
bling all necessary things, so that when the store 
opens on September 15th all will be in readiness. 

The use of American walnut fixtures and trim- 
mings has made the building luxurious in appear- 
ance. Its fixtures stand out among the store ap- 
pointments and are a thing of beauty. Every bit 
of floor space has been given careful thought as to 
what its use will be, and even to the offices, the 
fixtures and partitions are of high finished Ameri- 
can walnut. The fixtures have been designed and 
built to supply the maximum and ultimate in service 
in handling large crowds. 

In laying out the store, spacious aisles have been 
provided for; especially is this true on the main 
floor. Through the center aisles, leading from Fifth 
Avenue back and from Forty-ninth to Fiftieth 
Streets, there are auxiliary aisle booths for merchandise 
displays and quick sales. These are of such attractive de- 
sign as to afford a not unwelcome break in the vistas of 
long aisles. These little booths contain all the shelves, 
pigeon holes, compartments, etc., conceivable for the sales 
girl and wrapper. 

An impressive sight as one enters is the battery of 
twelve elevators in the rear of the store. They are encased 
from floor to ceiling in Amrican walnut, presenting a dig- 
nified appearance. They are exclusive in design in the same 
plan that is carried out throughout the building, and form 
a shallow semi-circle. There are eighteen elevators in all, 
but these twelve are for the use of store customers exclu- 
sively. They are equipped with the most modern safety 
devices, and will operate at a maximum of speed, safety and 
efficiency. They are of the micro-drive type that automati- 
cally make a perfect stop at each floor. 


Although there will undoubtedly be a number of ser- 
vice features in the individual departments, they are not 
iit evidence at the present time. Some very elaborate plans 
are noted, however, at this time. Specialization is para- 
mount throughout the store. The various lines of apparel 
or. merchandise are maintained on one floor. On the sec- 
ond floor, for example, apparel for infants and children 
will be sold. Here, too, is a children’s barber shop and 
playroom, with miniature fixtures within easy access of the 
smallest youngster. This imposing room overlooks the 
corner of Fifth Avenue, facing the Cathedral. On the same 
floor is another room, elaborately decorated for a particular 
line of infants’ wear. While the fixtures in both these 
rooms are elaborate, they have been designed in keeping 
with the rich, homelike appearance of the rest of the 
establishment. 


Georgian Room Will Take Care of Personal Belongings 


In the floor where all lines of women’s apparel will be 
assembled there is what will be known as the Georgian 
Room, where women may have their personal things taken 
care of with the utmost comfort. Here, too, the store 
has seen to it that the service features are not overlooked. 
There is a spacious rest room. The appearance alone is 
restful, while the commodious quarters are equipped with 
many easy chairs, lounges and couches. In this room 
there are fourteen telephone booths, and it is one of the 
few places in the establishment where the color harmony 
differs from the interior of the selling floors. 

On the millinery floor every appliance for helping along 
the pleasant indoor sport of dolling up is represented ap- 
parently. In many cases the style of treatment, rather 
than the novelty of the idea is, naturally enough, the dis- 
tinguishing feature. One distinctive piece of furniture 
devoted to the service of Pride-In-Appearance is a portable 
mirror, which may be slid or lifted to different parts of a 
table. Mirrors are attached to the two slanting sides of a 
wedge-shaped frame of wood. This is mounted on four 
legs. The angle of the slanting sides is such as to enable 
the wearer to get the proper reflection from the side of 
the table. 

A noteworthy piece of equipment in the millinery de- 
partment is a hat cabinet containing hat fixtures attached 
to the back of the compartment. Metal uprights are fast- 
ened there; these have keyholes in them into which the 
fixtures may be fitted at whatever height may be desired. 
The fixtures are large metal hooks, having knobs of wood 
on which to balance the hats. A greater number of hats 
can be stored and displayed in this way. There is greater 
flexibility of arrangement on account of the infinite di- 
versity of position; there are no pedestals to take up space 
on the floor. The knobs can be set at any pitch. 

An interesting case to be seen in the department is a 
glass showcase containing a wooden rack consisting of four 
banks of pockets arranged like steps. The lower front 
sides of these pockets are partly of glass. The contents 
of the case are thus securely held in place without being 
obscured. 















ser- 
- not 
ylans 
ara- 
arel 
sec- 
dren 
and 
' the 

the 
same 
sular 
hese 
ping 

the 


ngs 


1 be 
gian 
iken 
tore 
ked. 
e is 
vith 
0m 
the 
ony 


ong 
ap- 
her 
dis- 
‘ure 
ible 
fa 
fa 
our 















August, 1924 THE DISPLAY WORLD 35 








These Momentous Arabian 
Ornamentation Designs were 


Selected for Russek’s New Fifth Avenue Store—known as 
America’s Premier Women’s Apparel Shop—from the Largest 
and Most Notable Assortment of Fixtures and Forms 
submitted. 














They are mounted with the very latest boyish forms, are the 
most splendidly carved and chased design ever made on any 
DISPLAY FIXTURE at any time. 


PRODUCED OF SOLID BRONZE, making the first cost 
the last one, as they are indestructible; and come in the fol- 
lowing popular finishes: 











Monumental Bronze 


Silver and Black 


Polychromes of any shade or color for bronze fixtures—Deliv- 
eries in 2 weeks. Note that prices are exceedingly low. 








Permanence — Beauty — Reasonably Priced 







The Ultimate Display Fixture— Price Complete 
8 : Form and Base. 
The Arabian in Bronze $13.50 








Patented and Copyrighted by 


ise move DAVID SOBEL’S SONS 
Form and Base. 145 GRAND STREET NEW YORK CITY 


$24. 
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Manufacturer of 


GEORGIAN PLUSHES 






SILK PLUSHES SILK VELOURS 
Widths—24”, 36”, 50” ‘ Width—50” 
32 Colors 24 Colors 





NEW YORK OFFICE CHICAGO OFFICE 
50 Union Square . 209 South State Street, 
(N. E. Corner 4th Ave. and 17th St.) Republic Bldg. 
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Who They Are and What They Say 


No. 10—ELLWYN McEACHNIE, Buffalo, New York 


August, 1924 

















URING his boyhood days at school Ellwyn 

Mc Eachnie, the subject of this article, was 

a close adherent to the principles of draw- 

ing and designing, and seemed destined 

to become a displayman. Mr. McEachnie is now the 

display manager for the Jahraus-Braun Company, of 

Buffalo, New York, and first vice-president of the In- 
ternational Association of Display Men. 

When attending school, 





about to go home, he shook hands with me and. handed 
me a $5 bill from his own pocket. I knew that I had 
pleased him then and have endeavored to do so ever 
since. While our store is only a moderately medium 
one, my position has been so attractive that a change in 
the near future is out of the question. Working condi- 
tions are excellent. All trimming is done during the 
day. The firm is very generous in spending money for 
for decorations and display 








Mr. McEachnie spent a great 
many of his spare moments 
in drawing and designing, 
and often ran over into time 
that was not his own. While 
his teacher sometimes praised 
him for his efforts, he was 
often in trouble for neglect- 
ing his other studies, but his 
artistic temperament had such 
a hold on him that even in 
those days the teacher often 
called on him to give drawing 
lessons to the class. But let 
us interview Mr. McEachnie 
and see what he has to say 
for himself : 

“During the summer va- 
cation from high school,” he 
said, “I got a job'in a small 
store as salesman. The first 
few weeks were great! I 
used to trim up the cases and 
two small windows: and this 


Display Mgr., 








ELttwyn McEacunilie, 


Jahraus-Braun Co., 
Buffalo, N. Y. 


equipment, and also in allow- 
ing me to attend conventions, 
no matter where they are 
with all expenses paid. I 
have missed only a few since 
1914. 

“Fortunately, the firm is 
as strong for window display 
advertising as I am, and con- 
sequently are always ready 
to co-operate in any of the 
activities of the display pro- 
fession. In fact, were it not 
for this co-operation I could 
not have handled my job as 
Director of Demonstrations 
at the Buffalo convention of 
the I. A. D. M.as I did. This 
work took me away from my 
duties many hours of many 
days both before and during 
the convention period. I am 
now working on the salary 
and bonus plan as suggested 














appealed to me so strongly 
that I soon quit and obtained another job as salesman 
in the men’s furnishings department of a fair-sized 
department store. The result of this was that my en- 
thusiasm in display work soon got me into trouble with 
the manager of the men’s wear department, as I was 
spending much time out of his department. However, 
these conditions were tolerated for some time until the 
display manager went on a vacation, during which time 
I carried on his duties until he returned. From that 
time on I was absolutely convinced that window display 
was to be my chosen vocation. 


“I had nerve to assume the duties as display man- 
ager with my present firm some twelve years ago. The 
first opening display I installed at this store so pleased 
the boss that when I had finished that evening and was 


by Mr. P. W. Hunsicker at 
the convention. This arrangement has been in effect 
some three or four years. 


“For the most part my success with this concern 
has been due to a willingness to listen to criticism and 
interpret it as advice. This is the point so many display- 
men miss, and one which is so important that in a great 
many cases it spells success and a satisfied mind. And 
so, to those young fellows who are breaking into the 
game, I would say, ‘Listen, and profit thereby.’ ” 


Mr. McEachnie has held every office in the Buffalo 
Display Men’s Club with the exception of vice-presi- 
dent’ and that title he reserved for the I. A. D. M. This 
honor was bestowed upon him this year, and it is ap- 
parent that he can be depended upon to give every 
assistance to the organization during the next year. 
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Chicago Monthly Display Review 


Clearance sales and August fur sales predominate in interest in the 
State Street stores and shops at present 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


HE first of August finds the display win- 

dows of Chicago largely devoted to 

three essential elements of local im- 

portance in the retail business. (1) Are 
the clearance sales which are evident in practically 
all of the stores to a greater or lesser degree. The 
backward season has left many of the stores with 
large stocks of choice merchandise which is being 
cleared regardless of original cost values. (2) 
Among many of the larger department stores and 
the high-grade specialty shops selling women’s 
wearing apparel, there is considerable attention 
given to strictly mid-summer apparel, and these 
styles are featured in the windows and the news- 
paper advertising strongly. 

Then (3) are the August fur sales, which have 
grown to be a regular, permanent and a profitable 
merchandising event in Chicago. All the larger 
stores and the stores specializing in furs give con- 
siderable space in the windows and the advertising 
to this event throughout the month of August. The 
Fur Dealers’ Association, including manufacturers, 
stage their -Annual Fur Style Show during the 
month and much special advertising is devoted to 
this alone. Fur dealers who do a large business 
during August, do not have to worry much about 
whether or not there will be a warm winter season. 
Deposits are made on fur garments in August and 
are paid for gradually by the time the cold weather 
arrives, thus making an expensive purchase easier 
for the average customer to handle, and assuring 
the dealer of the final purchase of practically every 
coat or wrap so selected. It is an excellent plan and one 
that might well be inaugurated by merchants in other and 
smaller cities. 


Marshall Field & Co.—The State Street windows of 
Field’s are almost entirely devoted to the display of early 
Fall styles in women’s apparel. The large window at the 
corner of State and Washington at the present time is a 
magnificent display of the finest kinds of fur coats. Five 
figures are used in the display, and each wears a most 
elaborate full length fur coat, embodying the latest style 
features for the approaching season. Coats in this win- 
dow are such as are worn at evening functions, three 
being in white and two in gray and taupe shades. Much 
attention is manifested by the crowds of women always 
around the window, both as to the quality and the styles 
of the garments on display. The background of the win- 
dow has been made appropriate to the occasion by the 
use of special Autumn foliage consisting of large sprays 
shown in two huge urns which stand on a pedestal about 
four feet high. Other sprays are worked around the mir- 


- 


rors on each side of the background and complete the 
effect of the wonderful display. 

Charles A. Stevens—The Stevens windows are always 
attractive from either a viewpoint of stylish apparel or of 
unusually attractive Chinese display in which several fig- 
ures were shown wearing elaborately embroidered Chinese 
shawls, kimonos, pajamas, and other women’s apparel. 
Chinese vases, rich Chinese wall coverings and furniture 
of distinctive Chinese design were used in connection with 
the display. It proved to be a remarkably attractive win- 
dow and one which elicited much favorable comment from 
many people. 

Mandel Bros.—Mandel Bros. have just recently installed 
some new backgrounds. These are each composed of a 
silk velour curtain, about 16x20 ft., hung flat against the 
back of the window and extending from the ceiling to the 
floor. The curtain is of a “grey-lavender” shade, with a 
Grecian panel border design all around, with an additional 
ornamental design at the bottom inside the window. Two 
other relief designs above the center are done in shades of 
blue, purple, green and magenta. The effect is very rich, 
in extremely good taste, and affords an excellent setting 
for the rich displays of the floor. The curtain is of a “grey- 
lavender” shade, with a Grecian panel border design all 
around, with an additional ornamental design at the bottom 
inside the border. Two other relief designs above the 
center are done in shades in blue, purple green and ma- 
genta. The effect is very rich, in extremely good taste, 
and affords an excellent setting for the rich displays of 
wonderful merchandise now being featured in their annual 
August fur sale. The five most prominent windows on 
the State and Madison St. corner are devoted exclusively 
to the display of furs. 

Carson, Pirie Scott & Co.—The windows at Carson, 
Pirie Scott are, as usual, up to their high standard of 
excellence. At the present time they are devoted to the 
display of fine merchandise at clearance prices, and in 
showing stylish midsummer apparel at its best. 

Bedell Company.—The appearance of the Bedell win- 
dows at this time is one of slightly crowded trimmings, 
with many unit groups bearing interesting price tickets— 
apparently a clearance saie which carries the idea over 
unmistakably with a bang! 

The Fair.—The corner display window of the Fair Store 
at State and Adams Streets is devoted to a display featur- 
ing “their August Sale of Furs.” There are eight fur coats 
shown, all of which are in new shades of tan and brown. 

Men’s Wear Stores.—There are two stores in Chicago 
which are always of interest to those interested in men’s 
wear and men’s wear display windows. They are: Maurice 
L. Rothschild and The Hub. Standing on an opposite 
corner and looking at both stores from this viewpoint, one 
is impressed by the general appearance of cleanliness, neat- 
ness and “coolness” of the windows of both of these stores. 
Both sides of windows show a remarkable good taste in 
merchandising display and should furnish the visiting mer- 
chant and displayman alike with inspiration of a very prac- 
tical nature, toward accomplishing better windows and 
better merchandising displays. 
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. The display manager of the John 
Drawing Power shillito Company, one of the big 
of Displays is pean + sadeaanen of theimads 
Told in Sales partment stores o incinnati, 

sat in a meeting of displaymen re- 
cently and told his fellow displaymen an interesting 
story of the drawing power of window displays. 
George H. Tatnall, the display manager of this 
store, and newly elected president of the Queen 
City Display Club, has long handled merchandising 
windows, but the one he described should mark a 
record. A window display of boy’s wash suits, with- 
out any other advertising tie-up whatever SOLD 
TWENTY-FIVE DOZENS BOYS’ WASH SUITS 
IN TWO DAYS! Think of that! Not a newspaper 
advertisement—not a sign—not a bit of publicity on 
the special sale of wash suits, except the window 
display! 


The Robert Reis Manufacturing Company, of 
New York, makers of underwear, recently sent out 
a questionnaire to a list of customers, picked at 
random throughout the United States, and obtained 
through the dealers. The Reis company wanted 
tc find out what caused men to buy their particular 
brand of underwear. The questionnaire, when tab- 
ulated revealed the following astounding facts: that 
17 per cent bought because of the recommendation 
of a satisfied user; that 20 per cent bought because 
of some advertisement; that 21 per cent bought be- 
cuse of salesmanship on the part of the retail clerk, 
and 42 PER CENT BOUGHT BECAUSE OF WIN- 
DOW DISPLAY! 


A window display, making it necessary for pass- 
ersby to peer through a pair of huge spectacles 
if they wished to see it, installed as a test by E. R. 
Squibb and Sons, pharmaceutical manufacturers, in 
the financial district of New York, where passing 
crowds do not give much attention to displays and 
at a time when this is least done—between ten 
and eleven o’clock in the morning—caused 1,044 
PEOPLE TO ACTUALLY STOP AND TRY TO 





PEER THROUGH THE SPECTACLES IN ONE 
HOUR! At the end of three days, sales of the prod- 


_ uct displayed had increased 900 per cent over the 


previous three days! 


Certainly, these are examples that tell their own 
story. The drawing power of window displays can 
always be registered in the sales. There is no 
greater advertising available today than advertising 
at the point of sale! 





With the added _ recognition 
given to window display as an 
advertising and sales medium as 
each month rolls by, it is grati- 
fying to find that sq much attention is being given 
tc the subject by the public press. Realization that 
the one real medium of tieing in with newspaper 
advertising, in order to make the newspaper ad 
show good returns, is window display, has brought 


Display Windows 
Should Pay the 
Store’s Rental 


about much valuable help from the newspaper field. | 


Many merchandising journals and house organs are 
issued by newspapers throughout the country todaf 
to show the dealer and advertiser the advantage 
of tieing in with window displays. 

One of the most notable bits of publicity given 
to window display is shown in the following edi- 
torial from The Cleveland Press, which indicates 
that display windows, if given proper attention, 
will pay the rent of the store: 

“If, as conservatively estimated, your window 
space represents one-half of your total rental, are 
you getting full value out of the. space? 

“Could you do as much business if you were on 
the second floor and didn’t have the window facing 
the street? ; 

“According to present figures, including both 
large and small communities, it is estimated that 
the average number of shoppers who walk by or 
into a store is 70 per daylight hour, 700 in ten hours, 
or 4,900 per week. 
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“One of the most essential qualities of a good 
business getting window is displaying the right 
goods. To attract the attention of those who pass 
your store you must display goods for which there 
is a quick and ready demand. 

“Your window should suggest the purchase of 
certain commodities. Millions of dollars’ worth of 
merchandise are sold annually by suggestion. They 
should serve as a reminder to the consuming pub- 
lic that they should not forget that they need this, 
that or the other thing. 

“To be effective a window must contain mer- 
chandise that the public is familiar with. Adver- 
tised goods, for instance. 

“A display of advertised goods creates confi- 
dence. It reflects good business principles on the 
part of the merchant. It tells the passersby that 
the proprietor of the store is the type that believes 
in giving customers goods with an established repu- 
tation, and not goods of questionable repute.” 





One of the great needs of the I. A. 
More Business ). M. is to have the convention pro- 
And Education gram contain even more educational 
Program Need : ; : 

features and some business sessions. 
It was apparent that the displaymen want some sessions 
wherein they can express their views, as was made evi- 
dent by the discussion on the proposed changes of the 
by-laws, which were held over for another year. Until 
some of them understood thoroughly that the matter 
was not to be considered until next year there was con- 
siderable confusion, and all seemed to want to join in 
a frank ‘discussion. 

As usual, this year’s convention adjourned sud- 
denly, without any general business session. In fact, it 
was impossible to have such a session, as the delegates 
had ‘scattered and many of them had gone home by the 
time scheduled for the business session—Thursday 
afternoon. It would be well to have these business 
sessions near the center of the program, so that all the 
delegates who are entitled to could participate in them 
and voice their opinions. There were one or two out- 
standing addresses this year, but there were not enough 
real meaty educational talks. More of these, even if it 
is necessary to cut down the demonstrations to fewer, 
should be provided next year. Then there will be no 
question. but that the I. A. D. M. holds a convention in 
which strict business and educational features pre- 
dominate. 





: Window shoppers in the United 
Window Gazer In states of America are con- 
London Sought ; ; 

For Pawel sidered potential buyers, but 

they are never harassed or so- 
licited for business, except in some instances, in the 
smaller shops and stores in the lower East Side of 
New York City. In England, however, a different 
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course is pursued. Now that window gazers have 
been observed at all hours of the day or evening, 
the larger department stores have employed solici- 
tors, according to cable dispatches from London 
newspapers, and these solicitors approach the win- 
dow shopper, discussing the articles in the window, 
and finally getting him inside the store. 


This practice has led to a more serious condition, 
and one which always comes with competition. 
High class, well dressed solicitors are now employed 
by department stores to casually pass by and stop 
at the windows of a competitor’s store. They en- 
gage in conversation with some window shopper. 
The rest of the story is best told by the London 
cable displatches : 


“A man was looking at a display of men’s cloth- 
ing in the window of a large department store 
when he heard the voice of an educated man say: 
“You appear to be interested in these particular ar- 
ticles.’ The window shopper was about to make 
some abrupt rejoinder, but the intruder was so pre- 
sentable and so quickly forestalled his remark with 
a well turned apology that the rebuke remained un- 
uttered. 


“Before it was possible for the window gazer 
to move on, the interrupter told him of another es- 
tablishment where they made a specialty of that 
class of goods, and where, ‘as a matter of fact, the 
best of them are made, so that one saves at least 
one profit by purchasing there.’ A business card 
was offered with the remark, ‘If you should call at 
the establishment, would you draw attention to my 
initials in the corner of the card?’” 


That the touting job is well paid either on a 
salary or commission basis is evidenced by the ap- 
pearance of the men and women engaged in it. All 
of which prompts us to inquire: Do department 
stores of America need any such practice? We 
would think not. The display window of the stores 
of America speak for themselves. The displays, ad- 
vancing as rapidly as they are, convince the window 
shopper and purchases are’ largely guided and busi- 
ness attracted to the store by what is seen in the 
window, not by the personal solicitation of any in- 
dividual on the outside. It is quite apparent that 
the department stores of London are not getting 
all they might out of their window displays. 





BALTIMORE DISPLAY FIXTURE FIRM TO MOVE 


The Mercantile Display & Fixture Co., 405 South Han- 
over Street, Baltimore, Md., will move to its new location 
at 212 South Sharp Street in the near future. The firm 
will then occupy a three-story building which will about 
double the space of its present location. The company 
was started three years ago and manufactures only wooden 
store fixtures for mercantile display. M. G. Mangano is 
manager. 
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to the display profes- 

sion and industry has 
been so faithfully given by 
The DISPLAY WORLD 
that it has won a nationwide 
family of loyal readers. 
Everywhere you will find 
The DISPLAY WORLD 
held in highest esteem by 
the leading displaymen and 
executives. Its pages reflect 
the thoroughness and au- 
thoritativeness of its hand- 
ling and discussion of dis- 
play problems and practice. 


To read it regularly each 
month you insure for your- 
self a close contact with.all 
that is new and worthwhile 
in the field of window dis- 
play, mercantile decoration 
and show card writing. 


Through its advertising col- 
umns you get a complete 
buying guide for all display 
equipment needs. By sub- 
scription only $2.00 a year 
—less than 17c per copy. 





Sample copy 25c 
Subscribe 


The Display Publishing Co., 
Cincinnati, Ohio. 

Gentlemen: Enclosed find $2.00, for which enter my name on 
your subscription list for a full year’s subscription—l2 issues— 
beginning with the next issue. Address magazine as follows: 


Note—Remittance by check requires 10c additional for ex- 
change. Canadian and foreign subscription 50c additional. 








Harp Window Attracts Interest 


Notable display for Chicago music store proves 
artistic ability of display manager 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


ERHAPS one of the most notable window displays in 
Chicago recently was that of Lyon & Healy’s Harp 
Window, which was installed in the double corner window at 
Jackson Boulevard and Wabash Avenue. It has been con- 
sistently attractive and interesting throughout the month, and 
as the month draws to a close the window shows not the least 
indication of waning in popular interest. 


The background is composed of five huge panel paintings, 
exquisitely well done in vivid but appropriate colors, four of 
which represent respectively the South, West, East and North 
Winds. The center panel Of five trees adds the final touch 
of mystic realism to the well conceived and ideally appropriate 
background design for an accurate historical window display 
of harps. For in the panel immediately under this painting 
of the trees, are carved in wood these words: 


Harp of The Winds— 

And if these Harps be old 

Then older still the Harp 
Whereon the Winds have played 
Their tuneful harmonies 

And lofty branches swayed. 


Harp Display by W. G. Stewart for Lyon & Healy 


Eight different designs of harps are shown in the display, 
beginning with the Hunter’s Bow, the Gourd Harp, the Tor- 
toise Shell (African), the Greek Lyre, the Egyptian Harp of 
the time of Rameses II, the Irish Harp, and then the final 
perfect modern Lyon & Healy Harp worth three thousand 
dollars. 

Each harp is accompanied by a descriptive card, done by 
hand on parchment, with illuminated initials and ornamenta- 
tion. The models of the old harps are faithfully reproduced 
from the originals in the Art Museum. 


W. G. Stewart, display manager for Lyon & Healy, who 
is widely known for the consistently high character of his 
displays of musical instruments, modestly disclaims any credit 
for this display, other than in accepting the idea when it was 
presented to him in the sketch by the young lady artist who 
conceived the idea. 

The design for the window, as well as the actual painting 
of the huge background panels and the modeling of the repro- 
ductions of the ancient harps, the wording, the design, and the 
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lettering of the parchment window cards, is the work of Miss 
Irma Sompayrac, a young Chicago artist. Miss Sompayrac is 
a relative of Lorado Taft, the famous sculptor of Chicago. 
As a window display, this Harp window is a masterpiece in 
every sense of the term and in all that word implies. 





Mail Course in Window Display 


Central Institute arranges such a plan for those 
who cannot attend school 


It is now possible for those desiring, to learn the pro- 
fessions of window dressing, show card writing and pos- 
ter art in their own homes. The Central Institute, New 
York City, which is the biggest of its kind in the East, 
and up to the present time has only had resident students, 
has now prepared a very thorough mail course in window 
dressing, show card writing and poster art. A. S. Felder, 
who has been for the past twenty years in the window dis- 
play profession and whose reputation has been made 
through his work in the windows of the highest-class stores 
in New York City will conduct this course whcih covers all 
branches of window dressing and hand colored charts are 
furnished to the students to enable them to get the best 
results. The show card and poster art course are under 
the personal direction of Mr. Roberts who has had charge 
of the sign and show card departments of New York’s 
largest department stores. 





Building Window Display Pubiicity 
(Continued from Page 26) 


that large class of prospects who rzally need the appliance 
shown. Plans of the kind mcntioned are effective even 
though not altogether nov<i or new. 


How It Works 


Early every month we prepare and photograph one dis- 
play of each of our five appliances. These photographs are 
reproduced in our dealer paper, the Hour Glass, which cir- 
culates among all those who handle our line. The display 
plans tie in with our current advertising and selling pro- 
gram, and are so timed as to reach the dealer a little in 
advance of his requirements. 

Our display service is taking well with our dealers. 
The ambitious, wide-awake dealer is quick to take up with 
display suggestions. He does not always use the plans 
exactly as submitted to him. He may take a suggestion of 
ours and work it over into a fine one of his own by the use 
of equipment which he already has. Furniture, hardware, 
department and electrical stores handling our line all do 
this. The result is many tasteful variations and often im- 
provements on the original idea. Our service does not 
suppress the dealer’s individuality, but instead encourages 
the exercise of his initiative and his ingenuity. 

Window displays are a clear-cut phase of advertising. 
They represent a definite step toward bringing the prospect 
into the store. They help to mature into actual sales wants 
that originated from the manufacurer’s national advertis- 
ing . It is not easy to determine the actual number of sales 
that can be credited to window display. We are satisfied, 
however, that it is proving a business builder with our line. 





BEGIN REMODELING DISPLAY WINDOWS 
Work of remodeling the east entrance and display win- 
dows of the Brandeis store, Omaha, Neb., has begun and 

it is expected will be compléted about September 1. 


R-EA-L1-S-T-1-C 


An exquisitely hand modeled 
wax figure breathes its feeling 
of life — of naturalness — of 
utility, into the very garment 
it displays. 

Every “Frankel” wax figure 
is created to serve indefinitely. 
| cwortehttetuattacme) me benleleucce 
mineral wax, scientifically 
prepared, is the reason for its 
successful use under all cli- 
reat-te Cemeres otsbta te) etn 

Photographs of Our Newest 

Models Sent on Request 


“Every type of display fixture known” 


1146 BROADWAY NEW YORK 


at 27 "Street Established 1858 
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With These 
Imported Goods You Can 
Make a “BETTER” Display 


VELOUR PAPER—Imported, in 15 shades, 41- = 
rolls, 11 yards long. Per roll 

SILVERED FOIL No. 7—Soft and pliable, in 
60 sheets 12x23 inches. Per pound $1.00 

COLORED FOIL—Soft and pliable, 9 colors, 
about 52 sheets 12x 25 inches. Per lb : 

SILVERED FOIL No. 18 — Hard and brilliant, 
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Model Homes Feature of Displays 


Culmination of contest by gas and electric 
corporation in windows 


By JOSEPH P. MAC SWEENEY 
Mgr., Domestic Sales Dept., Rochester Gas & Elec. Corp. 


AD the culmination of a contest conducted by the 

Rochester Gas and Electric Corporation, recently, 
in which $1,600 in prizes were awarded architects of the 
City of Rochester for designs for a model home, we in- 
stalled a window display showing actual models of these 


prize winning homes in the windows of our offices and 
the result was a tremendous amount of interest that created 
not only good will, but distinctive advertising. 

The contest, opened to the architects of the city, called 
for the best designs for a model home for a family of 
four people, the cost not to exceed $7,500 exclusive of the 
lot. These homes were designed to meet the requirements 
for the efficient use of gas and electric appliances for 


9x Zi ‘inches. Per 100 sheets.sc ce $2.00 

TINSEL RIBBONS—%”, 4”, %” and %” wide. 

SILK WOOL—Red, green, pink, purple, light blue, 
white, orange and black. Per pound 

FANCY FIGURES—For all holidays. 

FLOWERS—For Easter and Christmas. 

GOLD AND SILVER PAPERS—In sheets and 
rolls. 

BATIK PAPERS—In sheets and rolls. 

NATURE PAPER —In sheets and rolls, red, green, 
purple. 

FOIL OR TINSEL PAPER—In 10 shades, for 
floats, etc. 

COMPOSITION LEAF—5%” and 6” square. 

GOLD PAPER LACE STRIPS—1%”, 2” and 24%” 
wide. 

MOTHER-OF-PEARL PAPER. 

FANCY TISSUES—In floral effects. 


Karl Pauli Corporation 


454 BROOME ST., NEW YORK CITY 
Phone Canal 1402 


E) ew walls or scyremdily scale Ye ech si fad | 
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aie of Prize Model Homes by Rochester Gas & 
Electric Coorporation, Rochester, N. Y. 


heating, cooking, lighting, washing, ironing, drying, etc. 
The prizes were awarded as follows: First, $1,000, Joseph 
P. Flynn; second, $350, Carl C. Ade; third, $250, C. Storrs 
arrows. 

The models shown in the display were constructed 
by these architects to scale one-half inch to the foot. 
They were placed on a board measuring 25 inches by 60 
inches, the lots representing city lots, 50 by 120 feet. The 
models were displayed to represent a typical corner sec- 
tion of a Rochester residential street, showing sidewalks, 
curbing, roadbed, electric street lamps, poles in the rear 


Window Display Advertising 
and Card Writing 


Every ambitious young man can get most complete of the lots for carrying electric and telephone service 


Wires, street corner signs, etc. The model section of the 
display occupied a space approximately eight feet by eight 
feet. The other section of the window display held the 
original drawings submitted by the prize winners. 

The attractiveness with which the display was laid 
out caused thousands of persons to stop in front of the 
window, during the time it was in place. 


instruction on every phase of store and window pub- 
licity at the Koester School. This fascinating and 
profitable work can be mastered in from four to 
eight weeks through personal 
instruction at the school. We 
have the finest, largest and best 
school of its kind in the world. 


SHOW WINDOW 
BACKGROUNDS 


This window display book shows 150 
window backgrounds, with full details 
how to make, 

250 pages with 200 il- 

lustrations, size 7 x 10 $2.50 


inches. Price 





WILL INSTALL ELABORATE NEW STORE FRONT 


Neth & Stelzer, of Piqua, Ohio, have announced the 
construction of a new store frontage, which will include 
four plate glass windows on each side of a_ vestibule 
fourteen feet in length. The backgrounds of the windows 
will be of walnut and the floors of hardwood oak. The 14- 
foot vestibule will be constructed of a light green base and 
will contain the firm’s name in six-inch brass inlaid Roman 
letters. 


Send money with order. 
Shall we send our school literature? 


The KOESTER SCHOOL 2“ S:sizzits * 
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Jewelry Windows are Effective 


Simplicity of design one of greatest assets in 
display frontage for such firms 


By SAMUEL C. KOHN 
Advertising Manager, The Kane Company, Albany, N. Y. 


[MPLICITY of design affords the greatest opportunity 

for artistic, sales inducing displays, in jewelry store 
windows we have found. When I designed the windows 
for the Kane Jewelry Company, I had this thought in 
mind. There is such simplicity about these new windows 
that they are difficult to describe. 

Each window is seven feet wide and three feet deep, 
all of frameless glass construction, the four angle pieces 
being twelve inches in width. We went to a great amount 
of trouble to procure marble that would blend with the 
antique bronze metal finish, and finally selected what is 
known as imported black marble, with natural gold veins. 

The interior woodwork of these windows is American 
3urrell walnut with a very fine hand rubbed piano finish. 
The window backgrounds are composed of two hinged 
doors with transparent plate glass panels, the firm name 
being chipped right out of the glass, the half-inch Greacian 


He KANE C 





Attractive New Display Front of Kane Jwelry Co., 
Albany, N. Y. 


border close to the edge also being in chipped glass. Great 
pains were taken to complete the window display platforms 
in order to enable us to show a good variety of fine mer- 
chandise without making a cheap and tawdry appearance. 
This result, we are glad to say, has been accomplished and 
we find that our windows are actually more productive 
of good sales than the tremendous amount of money we 
use in advertising copy. 

The windows were strictly “Made in New York” affairs, 
the window display platforms having been made by the 
National Jewelry Case Co., of Buffalo, New York, and 
the fixtures and, wood trim by George Spalt & Sons, of 
Albany. We consider the window frontage, creating the 
Flemish atmosphere well adaptable to jewelry stores that 
have limited space for display purposes. 





AUTHORITY ON LINOLEUM TAKEN BY DEATH 

The death of Mr. Henry A. Dammeyer, department 
manager of the linoleum division of W. & J. Sloane, New 
York City, took place at his home, 23 Watkins Place, New 
Rochelle, New York, July 18th. Mr. Dammeyer was for 
four years connected with the Dallas offices of this com- 
pany, and was called to New York to become manager 
of the entire linoleum division, in which capacity he had 
served for twelve years. Mr. Dammeyer was widely 
known in the trade and was. considered an authority on 
lineolum selling. 
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Daily and Weekly We Create 


New Ideas and Suggestions in 


Artificial Flowers 
Artificial Fruit 
Baskets 
Background Papers 
Borders 

Beaver Board 
Bilt-Wel Board 
Birch Bark Strips 
Card Holders 
Cardboard 
Chenille Roping 
Color Attachments 
Flood Lights 

Foot Lights 


Gelatine 

Glass Stands 

Glass Shelves 

Glass Heel Rests 

Grass Mats 

Metalline Draping 
Cloth ' 

Pedestals 

Papier Mache 
Novelties 

Price Tickets 

Plushes 

Reflectors 

Revolving Tables 


for 


Scenic Paintings 
Show Cards 
Spot Lights 
Strip Lights 
Stix-Wel Glue 
Tinsel Flitter 
Thumb Tacks 
Valances 
Velours 
Velour Papers 
Vines 
Wood Carvings 
Wood and Metal 
Fixtures 


“BETTER WINDOW DISPLAYS” 


SEND FOR BOOKLETS 


Doty & Scrimgeour Sales Co., Inc. 
30 READE STREET 


NEW YORK 
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Pat. June 5, 1923 








Use Timberlake’s Showall 
Easel For Displaying 


Chinaware, Pictures, Pocketbooks, 


Stationery, Gloves, Candy and 
other Boxed Goods. 


Adjustable for deep or shallow 


pieces. 


Slant adjustable to five positions. 
Folds flat when not in use. 


Retinned or Gun Metal Finish 


Per gross 


Less than 14 gross lot, per doz.__ $1.40 
2 per cent 10 days, net 30 days. 


J. B. TIMBERLAKE & SONS 


JACKSON 


MICHIGAN 
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MPYRUP 


MILAREPE 


Reg. U. S. Pat. Off. 


A CREPE PAPER OF SUPERIOR 
QUALITY AND ESPECIALLY 
ADAPTABLE FOR WINDOW 
DISPLAY DECORATION 


Write for Prices and Samples 


MADE BY 


The Papyrus Company 


100 MARKET ST. 
KENILWORTH, N. J. 

















e ART 


DRAPING 


MERCAA ; y 
VIET V LILLE VWIDSPLA 


rome A. koerh, 
JeToOmNe KOe7De?. 


A Complete, Modern and Practical Text Book, 

Authoritatively Presented and Profusely Illus- 

trated, Written by the Foremost Authority of 
DISPLAY AND DRAPING 


Jerome A. Koerber 
Display Manager, Strawbridge & Clothier 
Philadelphia, Pa. 


HE Art of Draping for Mercantile Dis- 

play is a text treatment, fully illustrated, cov- 

ering the subject in minutest detail. It begins 
with the first introduction of display and goes in 
complete sequence to the modern method of ap- 
plication of the art. 

The subject is handled in such a way as to be 
of the greatest help to all displaymen regardless 
of the branch of display work in which they are 
engaged. A book for everyday use. 

Profusely Illustrated—Substantial Cloth Binding— 
128 Pages—Page Size, 714x101 


Per Copy $3.00 Postpaid 


Together with a year’s subscription to The 
DISPLAY WORLD for only $4.00. 


Send your order now to 


The DISPLAY WORLD 
CINCINNATI, OHIO 
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Horse Show Window is Attractive 


Six displays in Michigan store devoted to sports 
events at a State College 


By H. H. COWAN, 
Display Manager, F. N. Arbaugh Co., Lansing, Mich. 


HEN the time for the annual horse show at Michigan 
Agricultural College approached, we decided to de- 
vote six windows in the F. N. Arbaugh store to sports 
events. These were scheduled as follows: Tennis, golf, 
motoring, polo, canoeing, and riding. The displays at- 
tracted much attention and stimulated sales in these partic- 
ular lines during the week they were shown. 
The display of riding clothes, illustrated herewith drew 
unusual attention and particularly because it was linked 
up with the horse show at M. A. C. With my assistant, 


Attractive Horse Show Window Display by H. H. 
Cowan for F. N. Arbaugh Co., Lansing, Mich. 


Mr. Barnes, we utilized the most attractive of the bat- 
tery of show windows for this display. The dapple grey 
horse was, of course, the central point of interest, and the 
two wax figures, one in sports attire, the other in a riding 
habit made the display realistic. A single show card was 
used, the only lettering being “Riding Habit.” The polo 
hat and club gave the polo inspiration to the display. The 
Horse Show card, being quite attractive, was used in the 
opposite part of the window and completed the story. 

It has been quite apparent, from the experience, that 
window displays linked up with events of local and state- 
wide interest, always pay in sales and good will for the 
store. 





VIRGINIA DISPLAYMAN LOCATES IN OHIO 
George A. Sims, formerly display manager for Miller, 
Rhoads & Swarts, of Norfolk, Virginia, has accepted the 
position of display manager for The L. J. Federman Com- 
pany, of Akron, Ohio, and has already entered upon his 
new duties. Mr. Sims is assisted in his new position by 
the following assistants: Henry Ralff, first; William 
Breiner, second; Dean Lampman, third; Charles Fasig, 
nights. Mr. Ralff, first assistant was formerly an assistant 
in the display department of Wm. Filene’s Sons, Boston, 
Mass. Mr. Lampman joined the Akron department, after 

holding down a display position in Columbus, Ohio. 





DISPLAYMAN GOES TO CONNECTICUT 
Charles L. Sanderson, formerly display manager of de- 
partment stores in upper New York state, and in Atlantic 
City, N. J., has become display and advertising manager 

of McLean Brothers store, Danbury, Connecticut. 
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sports To The Exclusive Trade 
—only the very best of displays appeal. 
Mich. 
Michigan THESE AERO DESIGN FIXTURES 
d de- 
o are our latest developments in high-grade fixtures. Their grace 
is, golf, and adaptability to the finer merchandise make them especially 
lays at- valuable in attracting the discriminating trade to the goods dis- 
e partic- played thereon. 
th drew Write for New Catalog No. 12 showing our 
3 linked complete line. You will see display fixtures 





ssistant, for your every purpose. 


The ONLI-WA Fixture Co. 


St. Paul Avenue Dept. D. W. Dayton, O. 
Quality and Originality 


Aero Design 
Shoe Stands 


Aero Design 
Hosiery Stand 





Aero Design Low Plateau and Table. 
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YOUR MONEY IS WELL INVESTED 
WHEN YOU BUY 


FEXTURES 


Manufactured 
by people that 
know how. 


Our product is 
second to none. 
We are manufac- 
turing Wood, also 
Metal display fix- 
tures and _ head- 





less forms. Back- 
ed up by twenty 
years of distribut- 
ing and manufac- 


turing experience. 


Northern Fixture Co., Inc. 


25 Main St., S. E. Minneapolis, Minn. 














- 





~VALANCES 


OUR SPECIALTY 


Give us a description and lay out of your store front 
and the type of trade you cater to and we will design 
the proper valance for you, no charge for this service, 
also a complete stock of silk plush, write for price. 


Karl L. B. Roth, Manufacturer & Designer 
FINDLAY, OHIO 











Millard & Merrifield, Inc. 
2894 West 8th St. Coney Island, N. Y. 


NET BANNERS 


FOR ADVERTISING PURPOSES, FAIRS, 
POLITICAL CAMPAIGNS AND ALL EVENTS 


“20 FLOATS “235 
: in the 
and Paint U. S. A. 
Note: We will pay for advance information re- 
garding coming events, such as Carnivals, Celebra- 
tions, Anniversaries, etc., where “FLOATS” will 


be used in Parades if supplied within 60 to 90 days 
in advance. , 
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Children’s Day Event Is Success 


Mechanical display and revue with live children 
in another window drawing card 


By RUDOLPH COLONNA 
Display Manager, Sasso Department Store, Hazelton, Pa. 


ORE than 7,000 children were entertained at the 
Sasso Department Store and sales of such goods as 
lawn swings, porch settees, boxing gloves, baseball goods, 
teeter-totters, sand boxes, miniature writing desks, kiddie 
cars and similar articles were quickened to the extent that 
a 10 per cent increase over the 1923 season was achieved, by 
installing window displays descriptive of “Children’s Day” 
sometime in advance of the regular season set aside for 
this line of goods. 

We accomplished this by organizing a “Children’s Day” 
of our own. For several days before the event was held, 
the newspapers carried invitations to all children to attend 
the celebration. To quicken interest, one window was 
dressed to represent a garden, the effect being heightened 
by the garden gate and other background scenery. A flat 
disc, one foot from the floor of the window was built and 
on this made a track for a kiddie. car. A doll the size 
of a small child was fastened to the conveyance and a 
rod, attached at on end of the car, was fastened at the 
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Children’s Day Display by Rudolph Colonna for 
Sasso Co., Hazleton, Pa. 


> 


other to a wheel controlled by a motor, “slowed down’ 
by belting so that it did not run the kiddie car and its 
passenger around the track too rapidly, to take away the 
lifelike effect. The whole apparatus was concealed under 
the disc and all the children saw the youngster on his 
kiddie car, scooting around the circle most naturally. 

The display halted children for days and aided in bring- 
ing out the crowd on the night of the fete. The other 
window was perfectly bare. Wires stretched across the 
front and side made it possible to pull curtains open and 
shut, revealing many displays, using boys and girls, rang- 
ing in age from three to eight years using such articles 
as teddy cars, tricycles, child’s auto, rocking horse, garden 
sets, wheelbarrow, carpenter bench and tool box, desk, 
blackboard, roller skates, jumping rope, pogo sticks, walk- 
ing doll, go-carts, Morris chairs, doll carts, doll cribs, sand 
box, teeter-totters and dolls. The effect of the whole was 
virtually a children’s revue, staged right in the window. At 
the windup of the affair, thousands of baloons were let free 
from upper windows of the department store and they 
floated down to the crowd of kiddies who scrambled wildly 
for them. As a business gainer, “Children’s Day” turned 
a dull season, with weather more like fall than late spring 
or early summer, into a most successful series of sales in 
the children’s department. 





gust, 1924 


CCCSS 
hildren 


Iton, Pa. 


at the 
goods as 
ll goods, 
s, kiddie 
ent that 
eved, by 
’s Day” 
side for 


’s Day” 
ras held, 
> attend 
OW was 
ghtened 

A flat 
uilt and 
the size 

and a 

at the 





for 


> 


down’ 
nd its 
ay the 
under 
on his 
r, 
bring- 
other 
3s the 
n and 
rang- 
rticles 
arden 
desk, 
walk- 
sand 
> was 
y, At 
t free 
they 
vildly 
irned 
pring 
es in 





August, 1924 


Convention Dates Are Announced 


1, A. D. M. to hold twenty-eighth annual meeting 
in St. Louis, June 15 to 18 inclusive 


HE Dates of the 1925 convention, the twenty-eighth 

annual convention of the International Association of 
Display Men, to be held at St. Louis, Mo., have been set 
for June 15, 16, 17 and 18 of next year. B. A. Rainwater 
has been officially chosen convention director, as announced 
in the July issue of The DISPLAY WORLD. Mr. Rain- 
water is a master show card writer and one of the most 
enthusiastic displaymen of St. Louis, and will doubtless 
prove a very efficient convention director. 

The St. Louis Display Mens Club held a meeting with 
the national officers of the I. A. D. M. at St. Louis July 19 
and 20 and made the preliminary arrangements for next 
year’s convention. The national officers attending the meet- 
ing included: Jack L. Cameron, of Des Moines, president ; 
L. A. Rogers, of Chicago, secretary, and Raymond T. Whit- 
nah, of Topeka, Kansas, chairman of the executive com- 
mittee. These officers accompanied the St. Louis display- 
men on a tour of the city and looked over the places capa- 
ble of handling the convention. The selection of the site 
chosen will be announced after the matter is given careful 
consideration. 

Chairmen of the various committes to participate in the 
plans for the 1925 meeting, selected from the membership 
of the St. Louis Association of Display Men, include the 
following: Entertainment, Joseph Chadwick, Famous-Barr 
Co.; publicity, Edward H. Lamprich, Kline’s; exhibits, H. H. 
Tarrasch, Stix, Baer & Fuller Dry Goods Co.; banquet, 
P. S. Williams, Scruggs-Vandervoort-Barney Dry Goods 
Co.; membership, Harold Telgenhauser, Nugent’s; demon- 
strations, George Foster, Richardson-Leaver Fixture Co.; 
reception, William Bellison, Sonnenfeld’s. 

Entertainment features considered for next year’s con- 
vention include a night at the famous St. Louis municipal 
opera in the great open amphitheatre, a boat trip on the 
Mississippi River, a golf tournament and a parade of deco- 
rated automobiles. The St. Louis chairmen will meet regu- 
iarly from now on until the time of the next convention to 
continue plans for the convention and regular reports of 
ihe progress of their work will appear in The DISPLAY 
WORLD each month. 

The St. Louis Association of Display Men conducted an 
excursion for its members and friends on the Mississippi 
River, August 6. This was the third annual excursion of 
the club, and proved to be the biggest success of any the 
organization has held. It was coupled with a celebration 
by the St. Louis displaymen over securing the 1925 conven- 
tion, after efforts had been made to obtain so many previous 
conventions. 





ACCEPTS ILLINOIS DISPLAY POSITION 


W. L. Stensgaard, formerly display manager of Stiefel 
Brothers Co., of Salina, Kansas, who gained such a name 
for himself as leader of, the Kansas delegation of display- 
men at ‘the Buffalo I. A. D. M. convention by chartering 
a special train for the crowd, has accepted the position 
of display manager for C. W. Klemm, Inc., of Blooming- 
ton, Illinois, succeeding Ellsworth H. Bates, who recently 
resigned to become display manager of the Roland Co., 
of Bloomington. Mr. Stensgaard has moved from Kansas 
to Illinois to assume his new position, and is succeeded at 
Stiefel Brothers, Salina, by W. F. Helfrich, who was for- 
merly display manager for The Hunt Company, Tulsa, 
Oklahoma. - 
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DO YOU WANT MORE BUSINESS? 


We Can Help You! 


Are your WINDOWS up to date? 


Attractive Window Displays mean 
More Business! 


Let us help you Make Your Windows 
the talk of the town. 


Very latest creations in 
Novelty Background Papers 
Unique and distinctive designs 


Novelty Borders, Sparkling Flitter, 
Bildo Board, Stiko Glue, Birch Bark 
Strips, Velour Paper, etc. 


Write for our sample book and save 
money 


Peenell Display Service 
58 Warren Street New York, N. Y. 


Formerly with Doty & Scrimgeour Sales Co. 


























No. 5140 Rolled Top Basket—15x22 inches. 
filled with Roses, Asparagus Ferns, etc., 
with bow, complete, $2.50 each ; per dozen, 
$25.00. 


Write today for our ILLUSTRATED 
CATALOGUE No. 5, in colors, of Artificial 
Flowers, Plants, Vines, etc., mailed FREE 
FOR THE ASKING. 


<—10<—— 


Frank Netschert, Inc. 
61 Barclay Street New York, N. Y. 
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A SERVICE THAT SAVES 
YOU TIME AND MONEY 


Our central location and unexcelled 
transportation facilities enables us to 
give you prompt and efficient service 
and high-class illustrations at most rea- 
sonable prices. 


AWC AGEING 


| om DI a Of 23 2 


¢s 


GX A 1WA8) ¢ F ies ST 


CINCINNATI. O. 


ART REPRODUCTION 


>— 
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HALF TONES—ZINC ETCHINGS 
PROCESS COLOR PLATES FOR 


Catalogs, Folders, Booklets, Broadsides, 
Envelope Stuffers, Sales Cards, 


Newspapers and all forms of 


ADVERTISING 


Try us out on your next order. 
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Baking Firm Gets Good Returns 


Display costing only ten dollars finds a heavy 
demand among many grocers 


By R. L. DAVIDSON 
Davidson Advertising Agency, Seattle, Washington 


8 wel of the most remarkable displays, we believe, yet 

produced for the bakery field has just been accom- 
plished with telling results for Cream Crust bread in Seat- 
tle and the northwest territory, served by this bakery 
product. The very first and most noticeable feature of 
the display is the cost. Itemized, the articles used in the 
display cost as follows: 

Five folds of crepe paper—50 cents; window display set, 
hand painted and varnished—$10; dummy loaf of bread 
(wood block) wrapped with bread wrapper—50 cents; tacks 
—5 cents, total $11.05, besides a man’s time for one and 
three-quarters hours. The window set itself, although orig- 
inally costing $10 has been used so many times already 
and is still in such good condition that the cost, per window. 
would run as low as 40 or 50 cents. 


Display Prepared by Davidson Advertising Agency, 
Seattle, Wash., for Cream Crust Bread. 


We would say that the total cost of this window, not 
ircluding the man’s time going to or coming from the 
store, would be about $3. This includes the material and 
the man’s time for installation. Our man averages from 
four to five windows a day. The grocers are well pleased 
with the displays, which, as a rule remain in the store about 
two weeks. In fact, they are so well pleased them some- 
times ask us to leave them in a third week, which of course, 
if they are in good condition, we are glad to do. 

In making up the material for this window, we simply 
told a sign painter what we wanted. Inasmuch as dis- 
tribution is concerned, we have become so interested in 
the results that we have arranged a route captain plan, 
whereby each route captain has charge of five routes and 
they trim the windows of their own territory while making: 
their rounds. 
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When we started this window display campaign, there 
were a good percentage of the stores who did not handle 
Cream Crust bread, and solicitors when selling the grocer 
on this brand sold him the idea of the window trim and 
usually made a date at that time for the trimming of his 
window. The plan worked out very well and I dare say 
now that any advertising campaign on billboards, news- 
papers, or the like is not complete without the tie-up of 
window displays. It brings home to the customer the fact 
that their particular neighborhood grocer carries the brand 
they have seen advertised in the newspapers, on the bill- 
boards and in the street car, making the tie-up complete. 

We are convinced that the grocer certainly appreciates 
this service. Many times they call up the bakery and ask 
for a display of Cream Crust or Butter-Nut bread, either 
for their windows, or the back walls of their stores. 
Bakeries serving any amount of territory at all, cannot 
well afford to overlook window displays. 





Perpatum Soon Becomes Popular 


Non-electric revolving display fixture proves sensa- 
tion in all branches of field 


Perpatum, the non electric revolving merchandise dis- 
play fixture, has become exceptionally popular in the dis- 
play field and the Maurice S. Keller Corporation, sole 
distributors, 1 West 34th Street, New York City, reports 
remarkable increases in sales since the. introduction of 
the novelty. 

Hundreds of different kinds of display turn-tables and 
revolving display racks have been invented and sold, but 
the Maurice S. Keller Corporation claims that Perpatum 
is the only non-electric revolving display fixture on the 
market today. It is wound up and runs like a clock, being 
guaranteed to run eight hours with an even, graceful, 
movement. 


Perpatum is not intended to attract a curiosity crowd. 
Its value, from a selling point of view is based on the 
established, fundamental fact that motion attracts atten- 
ton. In the prospectus on the display device, recently is- 
sued, the following are the reasons assigned for the pur- 
chase of Perpatum for window and store displays. 


1. Perpatum draws attention to the specific. merchan- 
dise it is desired to sell; 2, Perpatum attracts to the window 
and is a medium in helping to sell other merchandise dis- 
played in the window where Perpatum is used; 4, Perpatum 
increases the effectiveness and attractiveness of the win- 
dow; 4, Perpatum increases the display space of the win- 
dow; 5, Perpatum gives an opportunity of showing mer- 
chandise from any angle. 

In contrast to mechanical figures and revolving tables 
utilizing special displays to create human interest or de- 
pict some story without any particular sales feature, Per- 
patum is designed to display merchandise. It can be ar- 
ranged artistically and have one hundred per cent sales 
and display power because it can be observed from all 
angles. There is no lost motion, no chance of missing 
the sight of any of the merchandise on display. 

There is nothing about Perpatum to get our of order. 
I: can be oiled four times a year and it will always revolve 
in the same, even, graceful manner. In the window or 
in the store, wherever Perpatum is placed, it will attract 
to the merchandise exhibited. For artistic displays, Perpa- 
tum gives the opportunity of showing merchandise in a 
most attractive manner from every angle and with real 


animation. For*special sales, Perpatum puts life into the. 


display, to the very merchandise it is desired to sell. 
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Santa Claus Snow 


will give to your holi- 
day windows the true 
spirit of Christmas. 


1 You will find Santa 
» Claus Snow adds wonder- 
1 fully to any holiday deco- 
| ration. It is made up of 
(| a multitude of crystal 
4 clear flakes that glisten 
7 and sparkle brilliantly un- 
| der any kind of light. 


Use Santa Claus Snow 
on all of your decorations 
and show cards. It costs 
little and produces a great 
effect. 





You will also find Santa Claus Snow an easy and profitable 
seller in your toy department. Order from your jobber. 


U.S. MICA MFG. CO., Sai" 














SPECIAL TO OR- VALANCES 
DER VALANCES. SIDE DRAPES 


DRAPED AND DRAW CURTAINS 
preaTeo =F VALANCE & DRAPERY CO. ‘co "ctrs 
arta one Gepedter Ae EW. cccucacune 
OUT OBLIGATION. Cleveland, Ohio DRAPERIES. 

















POSITION WANTED 


Young man, twenty-three years of 
age, Koester School graduate, wants a 
position as assistant to displayman in 
Not afraid of hard work. 3 
Best of references. Address 


‘£c." 
Care The DISPLAY WORLD 


live store. 











“WATCH THE CROWD 


stop and iook in the windows that are lighted 
at night. You'll know that that merchant has 
the A & W Electric Time Switch turn on and 
off his lights and signs at the proper time. 


Send for booklet. 


The A & W Electric Sign Co. 


212% E. 19th St., Cleveland, O. 














THE KINNEAR ARTCRAFTS 
Window Settings and Novelties, 
Art Panels, Scrolls, Backgrounds 


Correspondence solicited. 


19 EAST 15th STREET 





NEW YORK 
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Progressive Studios 
440 West 46th Street, New York City 
PHONE PENNSYLVANIA 7789 
SPECIAL CHRISTMAS DISPLAYS 
AND NOVELTIES 
All Kinds of Window Displays—Theatrical Props. 
Papier Mache Mechanical Papier 
Moving Picture and Mache Displays 
Theatrical W ork Stage Furniture 
Advertising Novelties Scale Models 
Floats Objects d’ Art 


Specializing on Department Store Work 
and for National Advertisers. 
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Send for FREE story 


Interesting, illustrated folder “How to get 
Greater Desk Efficiency” shows how to keep 
your desk cleared for action. ‘Thousands of 
Kleradesks are giving entire — Saves 
time locating, distributing or sorting papers. 
Takes less space thamatray. Sent FREE trial. 


a —_ai) 


Mailing Lists 
Will help you increase sales 


Send for FREE catalog showing 

details coveens names of your 

Gcunteend prices ere piven on 
rice: 

thousands of different Mailing Lists. 


99% by refund of 


130 nN 


Ross-.Gould Co sitrect St. Louis 
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Donor ELECTRIC TURN TABLES 


DisPLAY «> SELL MORE. GOODS! 


Electric cost 3 cents per day—Capacity over 100 lbs. 
| Fully Guaranteed—Write today. 


Ae ELECTRIC WINDOW SALESMAN CO, “ Sorohill, 




















The Fountain Air Brush 


For Showcard and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 18,000 Users 


= 


Write for Catalog 52 D 


Thayer & Chandler 


913 Van Buren, CHICAGO 
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Hair-Net Windows Attract Women 


Displays are perfectly adaptable to ten-cent stores 
as prize-winner proves 


By W. B. WALTERS 
Manager, McElroy Ten-Cent Store, Central City, Kentucky 


id any ten-cent store, or variety goods store, one of the 

principal selling features is the stock of hair nets. To 
assist in the sale of the goods effective window displays 
are the most important asset. To appeal to the womans 
mind, there is nothing more certain of producing results 
than a window display that contains something to re- 
mind her. Invariably, displays of hair-nets result in ex- 
ceptional sales, for it is something that practically every 
woman needs, yet is probably only recalled to her mind 
by a display. 

Recently, I installed a display of Radio Girl hair nets 


Attractive HairNet Window Display by W. B. Walters 
That Sold Many Hair-Nets 


that not only had good merchandising value, but won 
for me the second prize in the contest for window displays, 
conducted by the McElroy Chain of Ten-Cent stores, the 
first prize going to the Owensboro, Ky., store for an elec- 
trical display. The window display referred to, repro- 
duced herewith, was made in clock fashion and while it re- 
quired considerable patience, the results were well worth 
the effort. 

My central point of attraction was the clock-effect and 
the slogan “Time to Buy Hair Nets.” The second point of 
attraction was the price “3 for 25c.” By making the display 
in symmetrical proportions to the clock-face, it was at- 
tractive and provided merchandising power. The center 
piece was constructed of beaver board, of a size to suit 
the window, the lettering and clock effect being done with 
a card brush on top, to one coat of white alabastine. The 
hair nets were laid on a checkered effect on the floor and 
hung in strings from the ceiling. 
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Head of Fixture Company Dies. 


Cleveland firm loses man who has accomplished 
much for window display field 


Much sorrow was caused in the display field by the 
announcement of the sudden death of Mr. Stephen F. 
Cheheyl, president of the Buckeye Fixture Company, 1292 
West Fourth Street, Cleveland, Ohio, who suffered a heart 
attack while attending to. business in his office June 30 
and died twenty-five minutes later at his home. 

Mr. Cheheyl had a long and fruitful career as a fixture 
manufacturer and was one of the pioneers and foremost 
personages in his field. He was personally acquainted with 
hundreds of prominent figures in the display field, the Ohio 
Retail Dry Goods Association, Ohio Retail Clothiers and 
Furnishers Association and the International Association of 





The Late Stephen F. Cheheyl, of Cleveland 


Display Men. At the time of his death, Mr. Cheheyl was 
actively engaged as president and general manager of the 
company and interested in several other Cleveland industrial 
concerns. His efforts were conspicuously directed for the 
betterment of the display profession, having had several 
inventions to his credit that have benefited the displaymen 
it, particular. 

Mr. Cheheyl entered the employ of the Casler Alton 
Clark Co., thirty-five years ago as a machine hand and 
through his ambition and foresight succeeded in building 
up the fixture business, one of the most successful in the 
field today. The business of the Buckeye Fixture Co., will 
be carried on with the same personnel and policies as in 
the past. 





BUYERS’ WEEK PROVES SUCCESSFUL EVENT 

The Lynchburg Manufacturers and Wholesalers Asso- 
ciation, of Lynchburg, Va., observed July 21-26 as Buyers’ 
Week, with special exhibits and displays in the establish- 
ments of all manufacturers and jobbers. Fare rebates and 
Other features drew a large attendance. 
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Panels and Drape Shades 
Materials and Workmanship of dependable char- 
acter. Absolutely SUNFAST Appliques that will 

retain their color. Satisfaction guaranteed. 
Write for descriptive matter, Suggestions and our Prices. 


NATIONAL DECORATIVE CO. 


Hudson & Federal Sts. Camden, New Jersey 
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Display. Papers and 


| ANAGLYPTA | 


the new window creation in high relief panels, 3 
better and cheaper than papier mache or wood 


We Scored a Hit at the Convention 
Ask Your Neighbor 


, New Fall Sampies Now Ready 


} Murdison Display Service 


1095 Genesee St., Buffalo, N. Y. 
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PLUSHES and VELOURS 


FOR 





fe et ‘Trimming 


We especially solicit the 
Business of Display Fixture 
Houses and carefully fill same. 


Samples Sent on Request 


NATIONAL PLUSH CO. 


7 West 3rd Street New York City 






































DECALCOMANIA Transfers 


FOR WOOD, METAL,GLASS, COATED CLOTH, Erc. 












Special designs and trademarks 
made to order. Send copy for 
quotations. 

THE COMMERFORD CO. 


110 East 19th Street, New York 
Tel. Stuyvesant 3272 
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Time Arrives for Fall Show Cards 


Change of seasons permits use of red, yellow, brown and orange in 
attracting attention of the passers-by 


By FRANK DODSON 
Display Manager, the Globe Shoe & Clothing Co., Pittsburg, Kansas 


OW that the season changes, so does the 

show card. Spring and summer colors 

give way for fall. Now you have a chance 

to use reds, yellow, brown and orange, and 
you can produce some mighty attractive cards with 
these color combinations. 


You will notice, in painting some of my cards, | 
have landscapes done in bright fall colors. Now: these 
little touches of art play no small part in attracting the 
passerby. These cards, although rather hard to work 
out and design’ are, when completed, well worth the 
time you have spent on them because of their unusual 


a — 


Some Attractive Fall Show Cards, Using Color on Black Backgrounds, by Frank Dodson, Pittsburg, Kansas 
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Get Ready for ’ 
Fall Openings e 


Better supplies mean better work—and 


Qa 


“ ” 


Reg. U. S. Pat. Off. 
BRUSHES ano SUPPLIES 


assure you better work. 


Daily’s prices are always SPECIAL! Note 
those below—then ORDER TODAY! 


ALPHABETS and LETTERS 


A series of 42 plates in the art and practice of let- 
tering for students and designers. Each alphabet 
well executed on heavy cardboard, 9 x 12 inches, and 
packed in strong box. 


Price $2.00 











Crescent Mat and Coated Board 
(Style No. 78) 


Distinctly different—made expressly for the show 
card writer. Has smooth surface, for rapid work. 
Made in all the new, attractive colors. finished with 


ors, sent FREE upon receipt of 10c, to cover cost 
of mailing. 


o \ 























Red Sable 
One-Stroke 


Brushes 
Style No. 66X 


Made of.a mixture of Red Sable 
and Ox Hair. A very satisfactory 
brush for show cards and signs— 
for less money. Made with short, 
black, polished handles, set in copper 


ferrules. 
Sizes 4” . 3 V4" 
Fach 45c 55c 75c 
Sizes iH” %,” a 


Each $1.00 $1.60 $2.60 
Set of Six Sizes, $6.65 


WRITE FOR NEW CATALOG Il 





hard body. Sample ‘card, showing weights and col- 126-130 E. THIRD STREET DAYTON, OHIO 















BERT L. DAILY 





WRITE FOR PRICES. 



























23 DISTINCTIVE: MACNIFICENFCOLOR 
SAMPLE CARD COLORS SHOULD BE IN 
EVERY STUDIO : SEND FOR YOURS; 
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HURLOCK BROS.COMPANYine. 
3436-38 MARKET STREET 
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SET OF FIVE 


DRAWING LETTERING 
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Romen and Italic lettering. Its wonderful 
scm howe rigialngae aap! work 
: use of heavy opaque ink 


























awe PEN CO., CAMDEN,N.J., 


MANUFACTURERS ano DISTRIBUTORS of SPEEDGALL PENS -INKS - Text BOOKS 
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attractiveness and sales-producing drawing power. 

On some of my cards I have spelled the word “Fall” 
in bold colors. Now when the passerby looks at the 
card the first thing he sees is the word “Fall,” thus call- 
ing his or her attention to the fact that a change of 
wearing apparel is necessary. ; 

In painting the landscape on the shirt and tie card 
I have used a deep gray with a little touch of white and 
yellow. The oval is edged in dark blue and the word 
“Fall” is done in white with an orange outline. The 
catch line at the extreme bottom of the card is done 
with a pen in white ink. 

The “Hudder” shirt card is a very simple design, 
but has a very attractive appearance. The oval is done 
in deep purple and the little scrolls are done in orange 
and brown, the lettering in white. 

The hat card is a very pleasing layout. The picture 
is done in bright fall colors, orange and yellow pre- 
dominating. The sky is a pale lavender with a touch 
of white to suggest clouds. The wording is done in 
white, underscored in yellow. 

The shoe card is the same idea as the hat card: but 
the design is-changed. This also makes a very attrac- 
tive reader. 

The clothing card is a mountain scene with water 


August, 1924 


falls, and I painted the word “Fall” to look as if it was 
falling with the water. This is a striking card for your 
fall opening.: 0 rite 

The “Listen” card is a simple but attracttve design. 
The figure is cut from a Hart, Schaffner & Marx style 
book and pasted on the card, and outlined in orange. 
The oval is in light blue and the scrolls in orange and 


, yellow. The lettering is in white. 


Strive to be different. The show card plays an im- 
portant part in your windows. Give them a little more 
of your time and try to be a little out of the ordinary. 
You will be surprised to see just how many people will 


stop and give your cards the “once over.” Your cards 


will be the talk of the town. 

I always use both brush and pen on all of my cards. 
This is a very good habit to form. Have plenty of 
blank space on your card. Your layout is the main 
thing; don’t try to crowd your wording. You will 
notice I have left plenty of black space ana didn’t 
crowd my card with wording. Many card writers make 
this mistake. It isn’t necessary to give the life history 
of the article on display ; use as few words as possible. 
The man who keeps pace with the movement is the man 
who is bound to obtain results for himself and business 
for his employer. 


0<—>00<—00<Nre 


Pen Can Be Used for Window F lyers 


By B. A. RAINWATER 
Master Show Card Writer, St. Louis, Mo. 


T has been said that “Talent is of greater 
value than inherited gold.” Why not, then, 
concentrate thought and effort on talent, 
which, in the excelling state, produces the 


metallic inheritance and also the satisfaction of accom- 
plishment? Why pull a plow when you have a tractor ?” 
or “Why pull a brush when pushing a pen produces 
better, quicker results ?” 





MASTER-STROKE BRUSHES 


WRITE RIGHT NOW for a copy of our Card Writers’: Bulletin. It contains 
more than 240 illustrations of Brushes, Stencils, Air-Brushes, etc.. It’s FREE. 
Get a copy of this new Bulletin and save money on your Brushes and Supplies. 


DICK. BLICK CO, — BOX 437D — Galesburg, Ill. 
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At the Buffalo I. A. D. M. convention I had the 
pleasure of demonstrating the method of making a six- 
foot thin paper fancy cut-out window glass flier, using 
a one-inch flat stroke blue handle ox-hair brush with air 
brush shading which was finished in less than ten 
minutes. 

Afterwards I demonstrated that the same wording 
and style of lettering could be made with the Ester- 
brook flat pen No. 13. The pen holder is held in the 
same position in the hand as the one-inch flat stroke 
brush. 

It is surprising to know how many good brush 
lettering men actually do not know of the pen lettering 























Pen-Lettered Cards by Matt Markusich, Winning 
First Prize in Esterbrook Contest 


advantage in smaller work» but the many new numbers 
of lettering pens on the market are rapidly finding prac- 
tical use. There is an unlimited amount of work that 
a brush can not do, especially in the bold face, small, 
condensed type, which requires your return to the pen 
for high speed and time saving. 

I know of several men who would have never been 
card writers had it not been for pens which they learned 
to use, then jumped more easily to the brushes for the 
heavy lettering. The winning prize in the Esterbrook 
pen contest during the’I. A. D. M. convention was won, 
by Mr. Matt Markusich of the S. Wolfson Dry Goods 
Co., of San Antonio, Texas. The winning points, as 
stated to me by the judges were not entirely on profes- 
sional merit, but on sales value, boldness, easy to read, 
spacing and general composition, which was easily 
gotten at a glance. This proves the value of pen letter- 


ing on smaller and even larger work with emphatic 


appeal. 
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i Determining 
Factors 


The effectiveness of your show 
cards are a most important and deter- 
mining factor in making actual mer- 
chandise sales. 


Distinctive designs and the color of 
the cardboard itself demand careful at- 
tention. 


Ask for our free, illustrated circular 
and big Nat-Mat sample book. They 
will prove a ready-reference. 


National Card, Mat & Board Co. 


Manufacturers 


4318-36 Carroll Avenue Chicago, II. 























Better Displays— 
and more of them 


With a Paasche Air Brush you do more work and 


better work in the same time. The effects you 
produce are striking, effective and sell more mer- 
chandise. Even the finest free-hand work ‘is done 
better with a Paasche. 


SEND FOR NEW CATALOG. 


PAASCHE AIR BRUSH CO., 
ms 1016 Diversey Parkway 











Chicago, Ill... | 
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Making the White Show Card Peppy 


Use of the air brush effective in putting life and color into the 
ordinary card, while drawn designs help 


August, 1924 


By J. H. HILTON 
Display Manager, Woolf Brothers, Kansas City, Mo. 


ANY a merchant prefers a white show card, 
plain and simple, while others demand a 
little more pep to attract attention. Permit 
me to say that when using a plain white 
show card some life should be put into it, or a little 
color at least. I had the pleasure of viewing some very 
fine work at the Buffalo convention of the I. A. D. M.., 


and every one of the prize-winning cards had color in 
them. 

Learn to draw designs: which are the making of a 
card. If you can’t draw, get a picture out of a magazine 
and place it where you see it will serve best as an orna- 
mental setting. In other words, you dress up a show 
card the same as you do a display window. The fine 





Showing Methods of Making White Show Cards Peppy with Use of Air Brush, by J. H. Hilton 
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windows have nothing in them except a wonderful 
background and one or two wax figures. Now, then, 
treat the show card the same way. Make it neat: and, 
above all, keep the finger marks off. A_soiled card is 
like a soiled display window. 

I am submitting six cards, all white stock. Two of 
these cards were in displays which won prizes at the 
recent Buffalo convention of the I. A. D. M.—‘Schoble 
Hats” and “Hot Weather.” 

The card titled “Hot Weather Dixie Weaves” is 
11x14, a white card lettered with the Esterbrook speed 
pens Nos. 2 and 3. The letters are,air brushed in 
orange and green. The border on this card is gray. 

‘“How’s Your Belt?” is a card which was used in the 
Hickok Belt display contest which is now on. The de- 
sign is made with a pen and colored with the air brush 
in green and orange. Size 11x14 and also has a gray 
border. 

“Frank Schoble” card was in the second prize dis- 
play at the Buffalo convention. It was lettered with 
pens Nos 5 and 4, and air brushed in pink, the border 
being in gray. The design was made with a common 
pen. 

“Straw Hats” was a white card, size 11x14, lettered 
with Nos. 2 and 3 Esterbrook pens, air brushed in pink 
and green. The border is in gray: which brings out the 
lettering effectively. 

“Hot Weather” is a white card, 11x14, with a gray 
border. “Hot Weather” was air brushed in pink. The 
copy was air brushed in purple. The one dollar mark 
was also air brushed. ; 

“Cool Summer Apparel” is a very plain’ simple card, 
with only five words, yet they mean something. The 
lettering is air brushed in green. The border is gray, 
and this proved a very effective card. 





Tendency to Improve Card Work 


Displaymen show evidence of aggressiveness, 
according to Bert L. Daily of Dayton 


“On several occasions I have observed that in progres- 
Siveness and aggressiveness, the display man gives ample 
evidence of having his full share. That includes card wri- 
ters and sign painters as well,” said Bert L. Daily, Dayton, 
Ohio, the “Perfect Stroke” man. “Lately I was forcibly 
reminded of this by the hearty shout for copies of my 
Catalog No. 11 when I announced that it was ready for 
distribution. It shows that the boys want the latest and 
best material on the market in the way of brushes and 
supplies, that they’re not satisfied with ‘good enough’ 
work, but are striving to improve it right along. I’m free 
to admit that they’ll find ‘Perfect Stroke’ No. 11 as much a 
guide to better work as a catalog.” 

Mr. Daily states that business is flourishing, and he is 
looking to additional strides forward as soon as the new 
Catalog swings into full action. He recently returned from 
the Buffalo convention, where he had an elaborate ex- 
hibition of the “Perfect Stroke” line of brushes and supplies. 
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SHOW CARD 
WRITERS’ 
SUPPLIES 


NEW 1924 CATALOG 


BRISTLING WITH MODERN SIGN 

AND SHOW CARD WRITERS’ 

EQUIPMENT AWAITS YOUR 
REQUEST. 


Address SUPPLY DEPT. 
‘DETROIT SCHOOL OF LETTERING 








514-516 Griswold St. Detroit, Mich. 
The Pioneer Line Twenty-four Years of Service 
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SPECIAL BRUSH OUTFIT NO. 10 


FOR SIGN PAINTERS 


We have sold hundreds of ‘these outfits, which are 
sold at a popular price-to introduce our line of letter- 


ing brushes. 


No. 10 OUTFIT CONSISTS OF 














Nos. 1 to 8. C. H. Japanners’ Senet. 
Value $1.21 
No. 10. Ex. Large C. H. Japanners’ 
$ AO 





Pencil. Value 
ly, %, %, % and l-inch Flat C. H. 
Letterers.. Value — $1.05 
%, %, BH-inch. C. H. Perfect One 
Stroke. Value $0.85 
4, ¥%, %-inch Flat Ox Hair. Value_$1.38 
Metal Telescope Brush Case. 
Value - me $ 50 


$5.39 
One customer writes: 

“No. 10 Special Outfit Brushes re- 
ceived and are highly satisfactory. 
do not believe they could be dupli- 
cated in this city for $10.00.”— 

Morton Smith. 


This No. 10 Outfit Sent 
Postpaid for $4.00 











Try this—You will not be disappointed. 
Money Back if Not Satisfactory. 
Ask for Complete Catalog No. 40 
96 Pages—lIllustrated—Full of Painters’ Wants. 


GEO. E. WATSON CO. 


62 W. LAKE STREET 


“The Paint People” 
CHICAGO, ILL. 


























Use 


Coit’s Ball Bearing 
Lettering Pens 


Standard Set Assorted Sizes 
1g”, 4”, 36” and 16”, $1.50 


Can be used with ordinary ink, show card 


colors, 


drawing inks and water colors. 








Drawn 
With 
Coit 
Pen 








You can make any style lettering from the 
finest line to the heaviest with the Coit Let- 


No skill 


tering Pen. 
required. ‘Equal to brush work. 


Made of Special brass with ball-bearing end 


and ink retainer. 


At your local dealer, or if not supplied, 
send us his name and we will. fill order. 


THOUSANDS OF SATISFIED USERS. 


Manufactured by 


The Bridgeport Pen Company 
BRIDGEPORT, CONN., U. S. A. 











- and culminating in the Alhambra. 
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Queen City Display Club Formed 


Cincinnati Displaymen and assistants form new 
organization and get good start 


T a luncheon given the display managers of Cincinnati 
and their assistants by The DISPLAY WORLD, July 

17, the displaymen held an interesting meeting and formed 
the Queen City Display Club. The luncheon and get- 
together meeting was held in the plant and .offices of The 
DISPLAY WORLD at 1209 Sycamore Street, Cincinnati, 
and was attended by twenty-two displaymen and assistants. 

The officers elected by the club are as follows: President, 
George H. Tatnall, the John Shillito Company; Vice-Presi- 
dent, Max Safir, the Smith-Kasson Company; Secretary, 
N K. McFee, the Mabley & Carew Company; Treasurer, 
A. Howard Williams, the McAlpin Company. 

A committee consisting of John F. Weber, of the Mabley 
& Carew Company, and James N. Donahue of the Fair 
Store, was appointed to draw up a constitution and set of 
by-laws for the new club. Charter members of the organi- 
zation include: 

I. A. Paritz, Mammoth Shoe Company; George H. Tat- 
nall, the John Shillito Co.; Norman Feldhaus and R. Kilut, 
the John Shillito Co.; Herbert C. Westover and G. Gordon 
Myers, the Rollman & Sons Co.; Alex J. Hulsbeck, the 
Petot Shoe Co.; James N. Donahue, the Fair Store; R. E. 
Courtney, Hanke Brothers Co.;A. Howard Williams, the 
McAlpin Co.; Max Safir, the Smith-Kasson Co.; C. L. 
Stanfield, H. Jonap & Co.; John F. Weber, Walter Hille- 
brand and N. W. McFee, the Mabley & Carew Co.; N. Sil- 
verblatt, R. Knapke and Clyde P. Steen, The DISPLAY 
WORLD, and Elwyn Thomas Kelley, SIGNS OF THE 
TIMES. 

At a second meeting held July 31 in the rooms of the 
Cincinnati Retail Merchants’ Association, a great many 
more charter members were added and the constitution and 
by-laws approved. The third meeting and luncheon to be 
held by tht new club was announced for August 14. It is 
planned to make the Queen City Display Club one of the 
most active in the country. Affiliation with the I. A. D. M. 
will be taken up ‘at once. 





Ornamentation Becoming Popular 


New York Firm introduces some novel designs in 
bronze decoratives that create demand 


Arabian ornamentation in window display is becoming 
more popular. The article by Henry Sherrod in the June 
issue of The DISPLAY WORLD, describing the peculiar 
architectural tendencies of the Arabs and Moors created 
much interest in the display field, judging by the number of 
inquiries received not only by The DISPLAY WORLD, 
but by manufacturers of ornamental designs. 

David Sobel’s Sons, 145 Grand Street, New York City, 
have found the demand for this form of ornamentation very 
pronounced, and are manufacturing a series of designs 
mounted with splendidly carved and outlined figures. Pro- 
duced of solid bronze, these pieces lend themselves to artistic 
displays, and the first cost is the last, as they are indestruc- 
tible, coming in monumental bronze, silver and black, poly- 
chrome and other popular finishes. 

The new introductions are in keeping with the types of 
ornaments originating in the early stages of Arabian art 
The elegance of orna- 
mentation, which seems to have been derived from the Per- 
sians by the Arabians, can be found in all its detail in the 
new fixtures, plaques, set pieces and backgrounds produced 
by David Sobel’s Sons. 
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Stage Setting Windows Provided 


Use of Sol Satine proves effective in arranging 
panels, hangings and draperies 


Do your windows sell or repel? A diamond in an ash 
heap has to prove it is not an imitation, whereas an imi- 
tation in the proper setting often passes as génuine. 

The setting, the atmosphere surrounding the merchan- 
dise you display in your windows counts tremendously 
in the sales created. And that is the reason for the con- 
stantly increasing use of Sol Satine by the leading display- 
men of the big metropolitan department stores. Here is a 
fabric with all the wonderful sheen and lustre of satin that 
is well within the price limitations set for the decorators 
of even the most moderate store. 

The panels, hangings, draperies that you can create with 
Sol Satine are beautiful beyond description. With a color 
range of thirty-six beautiful shades you are unlimited in 
the effects you can produce. Sol Satine shows up particu- 
larly well under multi-colored lights. If you haven’t tried 
Sol Satine, write to S. M. Hexter, Cleveland, Ohio, for 
sample swatches. 





W.D.A.A. Convention at Cleveland 


(Continued from Page 15) 


the first week in September, which will be attended by 
national advertisers and representatives of display organi- 
zations throughout the Cincinnati district. H. W. Schulze, 
assistant sales manager of the Hickok Manufacturing Co., 
Rochester, N. Y., anda charter member of the W. D. A. A., 
will deliver an address and direct a series of demonstra- 
tions of Hickok window displays in dummy windows to be 
erected for the event. 

Dr. F. H. Peck, president of the W. D. A. A., recently 
addressed the advertising clubs of Baltimore and Pitts- 
burgh, and was enthusiastically greeted in both cities. Many 
other members and officers of the association have been 
filling speaking engagements throughout the country, and 
the organization is becoming more firmly established each 
month, with additional members coming in rapidly to the 
headquarters of the association at 1209 Sycamore Street, 
Cincinnati, Ohio. Copies of the Standards of Practice and 
the regular bulletins issued’ by the association can be ob- 
tained by addressing these headquarters. 





ASSISTANT ADVANCES TO DISPLAY MANAGER 

Robert Craine, for several years assistant and card 
writer in the display department of the Louis Bergman Bon 
Ton Department Store, Altoona, Pa., has been named as 
display manager, and has assumed his new duties. 





PLAN UNIQUE BACKGROUNDS FOR WINDOWS 

Woodward & Lothrop, Washington, D. C., have planned 
a unique set of backgrounds for the block-long section 
or display windows in the frontage of their store. The 
backgrounds will be constructed of circassian walnut with 
removable panels which may be replaced with tapestries of 
special fabrics harmonizing with the current window 
display. 





ADDITION TO SOUTHERN STORE IS BEGUN 

Contracts have been awarded and construction has be- 
8un on the addition of two stories to the Maas Brothers 
Department store, Tampa, Florida. The new addition will 
Bive the store space for several“new departments. 
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BRUSHES 8 SUPPLIES: 




















COMPLETE BRUSH AND PEN 
OUTFITS 


These outfits contain everything necessary for 
the Card Writer and Displayman. 


BRUSH OUTFIT FOR $2.00 














1 No. 12 Pure Sable Rigger $ 90 
1 No. 8 Pure Sable Rigger 50 
1 No. 6 Pure Sable Rigger 35 
2 2-Ounce Water Color (Red & Black)------. .50 
1 Razkut Card Cutter- 25 
1 Show Card Instruction Book—FREE 

TOTAL VALUE -$2.50 





PEN OUTFIT FOR $1.00 


1 Set Speedball Pens 

















1 2-Ounce Speedball Ink__----- 25 
1 Speedball Instruction Book An 
1 Double End Penholder : 15 
1 Set (12) Round Writing Pens .20 

TOTAL VALUE -$1.25 





These Outfits will be Sent Prepaid 
Sign & Show Card Supplies 


oArthur CF. dloerauf Co. 
525 Woodward Ave., Detroit, Mich. 
Send for Illustrated Catalogue 














Have You Ever Used a REAL AIR BRUSH? 


Every “WOLD” Air Brush is mechanically perfect, there- 
fore it DOES THE WORK as it should be done, and it 
LASTS A LIFETIME. 










Write for Catalog of AIR BRUSH 
OUTFITS for Display Purposes. 


THE WOLD AIR BRUSH MFG. CO. 








2173 N. CALIFORNIA AVE., CHICAGO, ILL. 





bo At | | 
USED IN MAKING 

SIGNS, PENNANTS, 
SHOW CARDS 


ALL NUMBERS IN STOCK 
SAMPLES ON REQUEST. 


ROBERT L. LATIMER & CO. 
26 N. FRONT ST. PHILADELPHIA 








Bronze Signs 


Economy — Quality 
— Service 
MANUFACTURERS 


ART IN BRONZE C 








1782 East 37th St. 
* CLEVELAND, O. 











Advertise Your Wants in 
THE DISPLAY WORLD 
OPPORTUNITY EXCHANGE 
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Branch on Coast Proves Right Move 


Wax figure salesroom of old established firm in San Francisco 
soon proves a great boon to the trade 


By RALPH R. GARRISON 
Advertising Manager, J. R. Palmenberg’s Sons, Inc., New York City 


MOVE in the right direction. This is how 

William C. Candlish, manager of the San 

Francisco branch of J. R. Palmenberg’s Sons, 

Inc., voiced his approval of the firm’s estab- 

lishment on the Pacific Coast. “Of course,” 
said Mr. Candlish, “we have hardly begun to scratch the 
surface of the possibilities for service which are here. 
Things are rounding out favorably now and the six months 
which have passed since our opening has been a sort of 
prologue to future success. 

“The spirit of enterprise and progress which identifies 
this section of the country is vividly reflected in its display 
windows. Unfettered by the restraining hand of conserva- 
tion, the merchants and displaymen are accomplishing 
great things in the art of display and merchandising. They 
have vision and a versatility of ideas that makes it a pleas- 
ure and a privilege to work with them. 


Pioneers in the Display Indhstry 

After this enthuSiastic discourse on the merits of the 
West and its possibilities, Mr. Candlish briefly outlined the 
unique position of his organization in the display industry. 
Those who are already familiar with the name of Palmen- 
berg know that neither Mr. Candlish nor the concern he 
represents' are total strangers in this part of the country. 
For a number of years this able representative traveled 
the surrounding territory, evidently in a manner that was 








altogether satisfactory to his house. He saw the possibili- 
ties and the benefits of establishing a permanent represen- 
tative here and proceeded to make that vision a reality. 
With such a spirit of cooperation and an organization of 
unlimited resources behind him, this likeable chap should 
accomplish great things. 


The oldest and yet the most progressive concern in the 
display industry, this business was founded in 1852 by 
Joseph R. Palmenberg Here was a man with vision 
aplenty and the faith and spirit to overcome huge ob- 
stacles and establish the reality of his ideals and high 
principles. In this struggle for recognition in a new field 
he was ably assisted by his three sons, who were educated 
and grew up with the business. Gradual development and 
expansion has widened the scope of their service to an 
international standing. 

Of the preceding generations, Emil T. Palmenberg, presi- 
dent of the existing corporation, is the sole survivor. The 
present generation,is represented by Theodore C. Palmen- 
berg, son of the president. Ted, as he is affectionately 
called, is following in the footsteps of his progenitors and 
learning the details of factory production. p 

In their salesrooms at No. 11 First Street, San Fran- 
cisco, Mr. Candlish has displayed an extensive line of 
equipment. The most striking and interesting objects are, 
of course, the wax figures. Some of these are effectively 


Display Equipment for Every Requirement at J. R. Palmenberg’s Sons, Inc., New San Francisco Branch 
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A Section of Wax Figure Booth, J. R. Palmenberg’s 


posed and draped in a specially constructed booth, of 
which a section can be seen in the picture. These wax 
figures should be seen; they can not be adequately de- 
scribed in words. The velvety flesh texture and delicate 
tinting of the wax is lifeless only to the touch. To the eye 
it appears radiant with life yet restrained, as if the model 
was standing motionless with bated breath in order that 
you might concentrate your gaze without distraction 

Many Palmenberg wax figures have created sensations 
throughout the country. Their men’s figures are famous 
and have played an important part in winning more than 








Display Window and Entrance, San Francisco 


one window display contest. In the reproduction of chil- 
dren’s figures in wax, they have established a standard that 
is unbeatable. Photographs of these figures may be seen 
at the salesrooms, No. 11 First Street, San Francisco, or 
will be mailed upon request. 

Display fixtures of innumerable sizes and for as many 
uses have been originated by this house. Strict attention 
to quality is rigidly maintained, which insures satisfaction 
in service and appearance. For an effective means of dis- 
playing his merchandise, the merchant and displayman of 
the Pacific Coast has this wealth of experience and ideas 
tc draw from. Many items are stocked and scheduled ship- 
ments from the factories is maintained. As Mr. Candlish 
sc ably expressed, “It was a move in the right direction.” 
For the name and the service of Palmenberg’s is noted for 
Progressive cooperation. 
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No. 320 


Bust Form Displayer 


These displayers can be used inside of 
stores on cases and ledges as well as in the 
windows. 

Send for a copy of our catalog illustrating 
our complete line of window display fixtures. 


Artistic Wood Turning Works 


Successors to Polay Fixture Service 


529 N. Halsted Street Chicago, IIL 
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Profits Promoters 


ATTRACTIVE BRIGHT WINDOWS 
TRIMMED WITH 


Hydol’s Plush 


RADIANT, RICH AND 
LUSTROUS COLORS 


24, 36, 50-inch widths 


Free samples on request. 


Headquarters for a Complete Line 
of Cotton Velour 


The Hydol Plush Company 


Established 1889 
36 East 21st St. New York, N. Y. 
Character Mdse. “HYDOL” 
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Versatility Shown in Recent Contests 


(Continued from Page 22) 





Gen ALBRIGHT | 


ast 


Left, Display by G. sind Read, Display Manager Joh Zion Co-operative Mercantile Drug Store, Retail Dept., Sali 
Lake City, Utah, Winner of First Prize in Third Division, Albright Tooth Brush Contest; Right, Display by Walsh 
News Co., Salt Lake City, Winner of First Prize of $200 in First Division of "Same Contest. 


oi this character. The contest was so successful that Coach 
‘has decided to make it an annual affair, and office equip- 
ment dealers are only too glad to participate for they have 
found how sales increase by good displays. 

Prizes were awarded as follows: First, $25, The Miller 
Stationery Co., 25 East Third Street Dayton, Ohio; second, 
$10, Holden-Kahler-Stecker Co., Cedar Rapids, Iowa; third, 
$5, Walker Brothers, Fargo, N. D., Alson Brubaker, dis- 
playman; fourth, $5, George Fish Co., Philadelphia, Pa.; 
Fifth, Corlies Macy Co., New York. 


Tailoring Contest Draws Attractive Displays 


A contest recently conducted for window displays of 
tailored goods, manufactured by E. V. Price & Co., whole- 
sale merchant tailors, 319-27 W. Van Buren Street, Chicago, 
whose familiar trademark, “Who’s Your Tailor?” is so well 
known to the public unveiled some exceptionally clever 
talent in this particular field and demonstrated that men’s 
tailoring goods could be draped in such a way that it had 
exceptionally good interest power with the public. 

Lew Hubbard, of Kalamazoo, Mich., won the first prize 
in the contest, the display having been installed by Paul 
Kushell, displayman. The second prize was won by the 
Campbell-Johnson Co., of Casper, Wyoming, William J. 
Wheeler, displayman. Other prizes were won by the fol- 
lowing dealers: John D. Owen, Salt Lake City, Utae; 
George H. Maggs, Muncie, Ind.; Melton Brothers, Sedalia, 
Mo.; Chas. S. Robinson, Santa’ Monica, Cal.; Wellons 
Brothers, Roanoke, Va.; H. C. Newman, Alliance, Ohio; 
Carlson & Benson, DeKalb, Ill., and G. S. Fitzgibbon, 
Moline, II. 


Remington Contest for Fall Announced 


The annual Remington Sportsmen’s Week has been an- 
nounced, and the window display contest in conjunction 
with this event, conducted by the Remington Arms Com- 
pany, has been announced for the period between October 
13 and 18. Photographs must be in the hands of the com- 
pany on or before November 1. Prizes will be awarded 
to dealers in three classifications, each as follows: First, 
$250; second, $100; third, $50; fifty prizes of $10 each, and 
120 prizes of $5 each. The classes include dealers in cities 
of 5,000 population and over; 5,000 to 10,000 population; 
and 10,000 and over. 


Albright Tooth Brush Contest Drew Results 


The introduction of the new Albright Tooth Brush, 


manufactured by the Rubberset Tease 56 Ferry Street, 
Newark, N. J., attracted one of the biggest lists of entries 
of any contest of the year. Although this contest closed 
April 1, the photographs submitted were so many and 
varied that the-judges did not complete their work until 
the month of July. 

Stores entering the contest were classified according to 
the amount of yearly business: First division, stores doing 
up to $25,000 a year; second division, from $25,000 to $75,000; 
third division, $75,C00 or more. The results were as follows: 

First division: First prize, $200, the Walsh News Com- 
pany, Inter-urban Station, Salt Lake City, Utah; second, 
$100, Leo Hopp, 440 Orange Street, Newark, N. J.; third, 
$50, Mattatuck Pharmacy, 1884 E. Main Street, Waterbury, 
Conn.; fourth, $25, F. W. Barrows. & Co., 642 Gorham Street, 
Lowell, Mass.; $10 prizes, Alfred E. Kuehl 1658 Whitney 
Avenue, New Haven, Conn.; John A.-Salm, Jr., 600 Monroe 
Avenue, Elizabeth, N. J.; Sunset Pharmacy, 1711 Boulevard, 
Jersey City, N. J.; N. J. McCarthy Pharmacy, Main, Bishop 
and Grove Streets, Waterbury, Conn.; Mr. Frank Kadlec, 
Glencoe, Minn.; $5 prizes, Morris Krechevsky, 331 Madison 
Street, New York City; Littlefield & Cate, Rochester, 
N. H.; Boulevard Pharmacy, Ashley Boulevard and Shaw 
Street, New Bedford, Mass.; J. L. Wemark, Kenmore, 
N. D.; A. A. Howes & Co., Belfast, Maine; E. Dell & Co., 
Aberdeen. Md.; Wm. H. Burke, Plymouth and Lyons 
Streets, Fall River, Mass.; J. N. Palmquist, 120 Lincoln 
Avenue West, Fergus Falls, Minn.; Blake & Roney, Wil- 
liamson, N. Y.; Wyandotte Pharmacy,Lakewood, Ohio; 
John F. Marr, Third and Harrison Avenue, Columbus, 
Ohio; The Nilssen Pharmacy, East Ellsworth, Wis.; Swartz- 
Hansen Drug Co., Paynesville, Minn.; estate of Calvin W. 
Allen, Brunswick, Maine; P. Bernhart, 114 N. Phillips Ave- 
nue, Sioux Falls, S. D. 

Second division: First prize, $200, Hedges & Higgins, 325 
N. Main Street, Piqua, Ohio; second, $100, Wison Drug Co., 
Williamantic, Conn.; third, $50, Herbert G. Wright, 1647 E. 
Genesee Street, Syracuse, N. Y.; fourth, $25, College Phar- 
macy 1346 Massachusetts Avenue, Cambrdge, Mass.; $10 
prizes, Berkeley Pharmacy, 2200 Shattuck Avenue, Berke- 
ley, Calif.; John B. Christgau, Owatonna, Minn.; Herbert 
Drug Co., Worthington, Minn.; Adon Rice, Porter and 
Normal Streets, Buffalo, N. Y.; Ostrander’s Drug Store. 
7 N. Main Street, Gloversville, N. Y.; $5 prizes, M. A. Ael- 
rod, New Britain, Conn.; David Bergman, 175 E. Elizabeth 


(Continued on Page 64) 
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Men Wanted Positions Wanted For Sale Wanted w Buy 





WANTED 


Salesmen selling fixtures and flowers to 
carry our long established, well known 
line of Peerless and Regence Silk Plushes, 
Silk Velours, and other fabrics, specially 
adaptable for window trimming. Our 
liberal commission arrangement should 
insure a decided increase in your present 
income. All answers will be’ considered 
strictly confidential. 


WINDOTRIM FABRICS, INC., 
17 Madison Ave., 


New York City 











MEN’S WEAR 
DISPLAY MANAGER 


a high-class, long-experienced 


| man, age 35, married; open for 


change about September Ist. 
Salary $65 per week. Address 
Th. FP 
Care Display World 








SALESMEN WANTED—We have open- 
ings for a few men to sell our line of 
Window Display Fixtures, consisting of 
Period Wood Fixtures, Metal Stands, 
Enamel Forms and Wax Figures. We are 
manufacturers and our goods have been 
advertised extensively for years. A wide 
range of qualities and prices enables our 
men to sell to the high grade store, the 
average shop and the small retailer as 
well. Liberal commission. Address Box 
125, 151 5th Avenue, New York, care of 
DISPLAY WORLD. 














Live Wire Display and 
Advertising Man Desires 
Making a Change of 


Position 


Good executive, and knows 
the merchandising game 
thoroughly. Position must 
warrant $4,000. Am a pro- 
ducer and get results. “At 
present have complete 
charge of large store.” 


Address “C. W. V.” 


Care DISPLAY WORLD 





CHICAGO POSITION WANTED—Display 
manager desires position with moderate 
size store or as assistant display manager 
with large store in Chicago or vicinity, 
within next few weeks. Have had thor- 
ough training in every branch of display 
work and am at present located with a 
national display organization. Salary mod- 
erate. Address H. H., 

Box 48, 318 W. 57th Street, New York City 















tWANTED—Young Man as Card Writer 
and Assistant Display Man, for first-class 
department store. Must write good cards. 
For particulars write 
W. MURRAY CORDRY, 
Display Manager, Rosenbaum Bros., 
Cumberland, Maryland. 














Advertising in the 
Opportunity Exchange 
brings good results at low cost, 
$1.50 per Column Inch 
per insertion, cash with copy. 








FOR SALE 


Handsome Caen Stone 
Backgrounds 


Those who have observed 
photographs of our window 
displays know what high 
quality backgrounds these 
are. Five windows; size, 
each, nine feet, six inches. 
Will sacrifice for quick sale. 


Address 
Clement Kieffer, Jr. Display 


Mgr. The Kleinhans Co., 
Buffalo, N. Y. 


























PROGRESSIVE. STUDIOS CREATE NEW DISPLAYS 

A department for the creation and manufacture of 
artistic window displays has just been. started by The 
Progressive Studios, 440 West 46th Street, New York City, 
and includes the manufacture of screens, vases, birds, 
futurist busts, etc., as well as papier mache or composition 
board backgrounds, effects, etc., for special purposes . The 
Personnel of the Progressive Studios consists of Miss 
Katherine Armbuster, who was formerly connected with 
one of New York’s most prominent studios and is known 
a a creator of notable window displays and _ theatrical 
Properties, and Mr. Frank ‘Koetzner, formerly owner of 
the Applied Art Studios, who has had many years of valu- 
able experience in this line. 
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COMBINED. DISPLAY DEVICE, TOY AND NOVELTY 


It is a well-known fact that light and a movable object 
will always attract attention, especially if the movable 
objects can be so arranged that they will move in an 
xtraordinary way, and when there is more than one ob- 
ject to observe at one time. “ 













These features have been combined by a new patented 
display device that can be used practically in every field 
of commercial enterprise, simply by placing the object that 
is to be advertised, either the actual merchandise or the 
miniature in transparent form, over lighted bulbs on a 
flexible guideway and made to travel in any position that 
the guideway has been placed. The guideway can be 
easily handled, readily concealed, and can be placed, hung 
swung or suspended in any position to suit particular re- 
quirements. See page advertisement elsewhere in this 
issue. This device fills a long-felt want for such a power- 
ful attraction, which can be used the whole year round and 
an endless number of ways and effects. 

The device is the creation of Edward A. Dieterich, 
Long Island, N. Y., and is patented in the United States 
and foreign countries. 





PLAN TO REMODEL STORE FOR FALL SEASON 

The Staudt & Neuman Co., 15 South Broadway, Aurora, 
Ill., are planning to remodel their store for the fall season. 
Many new display features will be installed. 


THE DISPLAY WORLD 
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A. & W. Electric Sign Co 
Adler-Jones Co 

Andrade Display Service 
Art-in-Bronze Co 

Art Reproduction Co 
Artistic Wood Turning Works 
Baer’s, Incorporated 

Blick Co., Dick 
Bodine-Spanjer Co 
Bridgeport Pen Co 

Brieloff Mfg. Co 

Buckeye Display Service 
Central Institute 

Chicago Architectural 
Chicago Mat Board Co 
Chicago Page 

Commerford Co 

Curtis Lighting, Inc 

Daily, Bert L 

Detroit School of Lettering 
Dieterich, Edward A 
Display Publishing Co 
Dis-play-well Window Decorating Service 
Donnelley Corp., Reuben H 
Doty & Scrimgeour Sales Co 
Eastern Window Display Co 
Electric Window Salesman Co 
Fisher Display Service 
Fontaine Exposition Co., Art 
Frankel Display Fixture Co 
Frink, Inc., I, P 

General Sales Service Co 
Hexter & Co., S. M 

Hoerauf & Co., Arthur F 
Hunt Pen Co 

Hurlock Bros. Co., Inc 
Hydol Plush Co 

Jenter Artcrafts, Martin 
Kinnear Artcrafts 

Koester School 

Latimer & Co., Robert L 
Libbey Displays 

Lyons & Co., Hugh 

Millard & Merrifield, Inc 
Murdison Display Service 
National Card, Mat & Board Co 
National Decorative Co 
National Plush Co 

Netschert, Inc., Frank 
Northern Fixture Co 

Noyes Bros. & Cutler Display Service 
Onli-wa Fixture Co : 
Opportunity Exchange 
Paasche Air Brush Co 
Palmenberg’s Sons, Inc., J. R 
Papyrus Co 

Pauli Corp., Karl 

Peenell Display Service 
Pittsburgh Reflector & Illuminating Co 
Progressive Studios 
Renaudes, Lisa Des 

Retlaw Visualizations 
Ross-Gould List & Letter Co 
Roth, Karl L. B 

Schack Artificial Flower Co 
Schmiedel, Geo 


Segall & Sons 

Shenker’s Display Decorations, Jack.. 

Smith, Geo. A 

Sobel’s Sons, David 

Stan-Mark Service 4 

UNE. IRD: 5 sees b2sbones ones >acagtapas aid oeon> een eeete : 
OS BE I os a6 hiv kins dns 8s vere Samen ee ensdeeens sapaae 50 
Timberlake & Sons, J 

U. S. Gypsum Co 

U. S. Mica Mfg. 

Universal Window Display Service 

Watson Co., Geo. E 

Williams Display Service, J. D 

Windowcraft Valance & Drapery Co 

Wold Air Brush Mfg. C 
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Avenue, Newark, N. J.; Wirth’s Drug Store, St. Charles and 
Lafayette Streets, New Orléans, La.; C. G. Max, Scotland, 
S. D.; Scheuch’s Pharmacy, 170 High Street, Buffalo, N. Y. 

Third division: First prize, $200, Zion’s Co-operative 
Mercantile Institution Drug Store, retail department, 112 S. 
Main Street, Salt Lake City, Utah; second, $100, Dow Drug 
Company, Store No. 24, Fifth and Walnut Streets, Cincin- 
nati Ohio; third, Owl Drug Co., Bancroft and Telegraph 
Streets, Berkeley, Calif.; fourth, $25, Peyton Drug Co., 
Shreveport, La.; $10 prizes. Owl Drug Co.. Thirteenth and 


Display by Hedges & Higgins, Piqua Ohio, Winning 
First Prize of $200 in Second Division Albright Tooth 
Brush Contest. 


Broadway, Oakland, Calif.; I. L. Lyons & Co., Camp and 
Graviers Streets, New Orleans, La.; the Owl Drug Store. 
125 N. Sixth Street, Quincy, Il.; Albright & Wood, Mobile, 
Ala.; Brady’s Drug Store, Fall River, Mass.; $5 prizes, 
Walsdorf’s, Canal and S. Rampart Streets, New Orleans, 
Louisiana. 


Autumn Neckwear Window Contest Is Announced 


C. E. Stecher, executive secretary for the Associated 
Men’s Neckwear Industries, Inc., 432 Fourth Avenue, New 
York City, has just announced the autumn neckwear col- 
test for window displays, to extend from September 20 to 
November 15. This will be the fifth window display con- 
test conducted by the association, and prizes will be 
awarded as follows: First, $150; second, $100; five prizes 0! 
$50 each and twenty prizes of $25 each. 

The winners of the cash prizes will receive, in addition, 
an engraved certificate of award, approximately 9x11 inches, 
executed on bristol board stock and suitably inscribed. It 
will be designed and produced by Tiffany, of New York. 
The week of September 20 to 27, inclusive, will be desig- 
nated as Autumn Neckwear Week. 





Clement Kieffer, Jr., the king of I. A. D. M. convention 
directors could have walked away with the presidency 
of the association this year, but Clem spoke a whole loud 
speaker full when he repeated Engineer Riley’s expression, 
“It Should Have Been Yesterday.” 
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The Essential Requirements of Display and the 


Principles of Human Anatomy 


Are Built into this New Dress Form 


by RP "e 


£lastic Shoulders Narrow 
Shoulder Straps and Brought Forward 


Patent Applied for 











pAs— Natural Sloping 4 
X Neck 5 


oom Low Flat 
Bust 


Materia! 


Cut V Back 











PN No. 66 F/K/D 


‘Observe the correct silhouette of this new fourm— Note the human 


characteristics that will lend an air of reality and charm to the 
display of women’s garments. Also the material and mechanical 
features that make this form practical as well as effective for display. 


(Compare It With the Forms You Are Now Using 


J. R. PALMENBERG’S SONS, Inc. 


63-65 West 36th Street, New York 


BOSTON: 26 Kingston St. . CHICAGO: 204 W. Jackson Blvd. BALTIMORE: 122 W. Baltimore St. SAN FRANCISCO: 11 First St. 





Natural Back 


Revolving 
Socket 














Build Pecetiod 


After all just what does 
Prestige Mean? Isn’t it 
only an expression of 
confidence by the buying 
public and an acknow- 
ledgement of the supe- 
riority of your’ Service- 
Merchandise and Values? 


" Through Your Display Windows 


for any Store nor will mer- 
chandise alone build it. 
There must. be that 
added touch of Decora- 
tions to maké your mer- 
chandise stand out. 
Without Prestige no 
Store can have a depend- 








If this is the 


abte Sales 





case, then 
your Sales 
Volume must 
be large if 
your Store 
has Prestige. 
Slovenly win- 
dows never 








Gi Displays | . 
The vase splays | this 


volume. 

If Prestige 

is what you 

are after then 
“we can help 

you. 

Get a copy of 
valuable 














built Prestige 


booklet Free. 








“The Guide ta to Better Window Displays’’ 


It will start you on the Road to Prestige. 


The Adler-Jones Co. 


649 South Wells Street, 
CHICAGO. 


















































